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1 Patterns that are true winners! Consider 
* these like-sterling beauties —“Love- 
lace.” “First Love,” and now the 


lovely « Adoration!” 


Just two of the reasons why [847 ROGERS BROS 
is the Kasiest Silverware to Sell | 


2 Consistent radio and magazine advertising. 
* t 
Not seasonal spurts. but year-round 
color ads in “Life.” and early - fall 





clear through to late-spring weekly 
broadcasts (The Silver Theater) 
over C.B.S. 


Dealers who feature 1847 Rogers 
Bros. make easy sales — easy profits. 































THIS IS THE KON-ITE QUALITY 
LINE 


I—The Tubular 8; the world's fastest selling qual- 
ity watch strap. 

2—De Luxe Tubulars; an unequalled group of 
distinctive designs. 

3—Ladies; three dainty but thoroughly practical 
styles, with Fit-all lugs. 

4—FlashFinished Crinkle; an up-and-coming new 
member of the family. . 

5—FlashFinished Svelt; the strap that started a 


new color-style trend. 
Your jobber has the KON-ITE line. 


A. SAUER & CO. 
439 Race Street — Cincinnati, Ohio 


Patentees and sole manufacturers of form-finished 
leather tubing. 
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SPEAKING OF 


ONE other than Eleanor Roose- 

velt has come out for period 

jewelry, not only the refurbished 

antiques of the ’50’s to ’80’s but, by 

implication, modern reproductions of 

the heavy gold and silver jewels of 
yester-year. 

Mrs. Roosevelt’s plug for the new- 
old style jewelry was contained in 
her column “My Day” after she had 
seen a style show pvt on in S‘. F wil, 
Minn., by Mrs. June Hamilton 
Rhodes, publicist for the Tewelry In- 
dustry Publicity Board. 

“Those of us who have old-fash- 
ioned gold or silver jewelry which 
belonged to our grandmothers,” the 
First Lady wrote, “can bring it out 
and have it cleaned and put in order. 
It is all the fashion this year—be- 
cause you can’t be too much dec- 
orated. 

“One lady who called on me... 
wore a pin acquired in Europe some- 
where around the 1850’s and a ring 
which dated back to the Civil War. 
Worn as an evening ensemble, it 
would be entirely appropriate to- 


day.” 
© © 


NSTALLMENT selling will con- 

stitute the large portion of any 
increased jewelry business in the fu- 
ture,” predicted Charles J. Michaels, 
of Michaels, Inc., Hartford, Conn., 
during an A.N.R.J.A. discussion of 
credit selling. 

“Don’t worry about losing your 
good name by doing business on this 
plan—you'll suffer this loss only if 
you deliberately invite it. 

“Learn from the installment jewel- 
er how to get turnover of stock five 
to six times a year instead of once. 
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THE 


JEWELRY 


Accept that part of his advertising 
energy which will attract the mass 
Strive for 
installment accounts who pay, rather 
than for class accounts who do not. 
You'll be amazed at the results, and 
believe it or not, your reputation 
will be hurt only in the event that 
your ethical standards weaken. 

“The entire country is installment- 
minded—even the class of people 
whom you are afraid to offend, would 
buy more of the luxurious items 
which you, the cash jewelers sell, 
provided that your reputation, and 
your knowledge and experience, are 
behind every transaction, together 
with a sensible and fair system of 
divided payments.” 


purchasers to your store. 
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OSTON 
been fighting mad at slow-pay- 
ing accounts, back in 1873. So mad 
that they tossed away all the ortho- 
dox collection methods, and went to 
the mat with their delinquent cus- 
tomers in a knock ’em out, drag ’em 
away fight. 

Anyway, here’s an _ illuminating 
paragraph that shows how near to 
blackmail came those hard-headed 
old New Englanders. The para- 
graph is from Tue Jeweters’ Circ- 
uLaR for 1873: 

‘Boston jewelers and fancy goods 
dealers threaten to publish the names 
of non-paying customers who live ex- 
pensively and aim to move in ‘good 
society.’ They promise to give dates, 
description of articles bought, and 
intimate that recipients will thus be 
enabled to know to whom they are 
really indebted for the presents re- 
ceived at weddings or holiday time.” 
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jewelers must have 


TRADE 


Fg emnggannien sometimes pro- 
duces unexpected results, as 
Ostby & Barton, manufacturing 
jewelers of Providence, has recent- 
ly discovered. 

Some time ago the firm ran in one 
of the popular magazines an ad ad- 
dressed to women, featuring gentle- 
men’s seal rings and offering a book- 








let entitled ‘The Significance of Seal 
Rings, or How to Please a Man.” 

Last month a love-lorn gal out in 
Illinois, either misunderstanding the 
ad, or perhaps feeling in her desper- 
ation that anything was worth try- 
ing, clipped it out, pasted it on a 
postcard, and wrote beside it this 
plaintive note which Uncle Sam’s 
postman duly delivered: 

“Dear Sirs: 

“Please send me all the informa- 
tion you can on how to please a man, 
as I have several boy friends but I 
just can’t seem to hold one. Thank 
you. 

(Signed) M...... Riennes - 

Our chivalry prompts us to delete 
the lady’s name. 

We're still wondering whether the 
gallant lads at O. & B. put their 
heads together to give the distressed 
damsel the benefit of their combined 
experience or whether they turned it 
over to Beatrice Fairfax for profes- 
sional advice. 
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6¢ [,.ASHION’S fancy in the film 

city has taken to adapting old- 
fashioned jewelry into flamboyant 
ornaments as a basis for first fall 





costumes,’ says Jeaan V. Pettebone, 
fashion editor, Columbia Pictures. 

“Silver bangles, china studs, crys- 
tal flower holders and other charm- 
ing mementos are being attractively 
utilized by such stars as Jean 
Arthur, Barbara Stanwyck and 
Penny Singleton. 

“Favoring old East Indian silver 
bangle jewelry, Jean Arthur, co- 
starring with James Stewart in ‘Mr. 
Smith Goes To Washington,’ has 
taken a silver fringe necklace with 
bangles in graduated lengths from 
two to four inches, strung it on a 
turquoise blue velvet ribbon and tied 
it around the high neckline of a 
black sheer afternoon frock. The 
earrings that accompany the set 
decorate the exact front of the 
matching black wrapped turban and 
hang down Indian fashion in the 
center of her forehead. 

“*The tailored woman, Barbara 
Stanwyck, featured in ‘Golden Boy,’ 
collects 18th century hand-painted 
china studs. These are painted in a 
pastel floral design with gold edging 
and close the double-breasted front 
closing of her new softly tailored 
suit coat.” 
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HE perfect diamond idea has 
been overdone, in the opinion 
of Alvin Magnon, of Tampa, Fla. 
“We have been losing sales by 
not stocking and offering diamonds 
of good color, well cut, but with 
some slight imperfections,” Mr. 
Magnon told an ANRJA conference 
on diamond selling. “I do not mean 
offering diamonds with imperfec- 
tions so prominent that they would 
curtail their brilliance, or be easily 
located with a glass. But stones 
with small imperfections in which 
there is almost no difference in ap- 
pearance, but a quality with consid- 
erable difference in price. 

“Tt is only natural for stones with- 
out flaws to be much scarcer and 
higher priced, and they should al- 
ways be on hand, to take care of the 
perfect stone buyer. But I am con- 
vinced that this sales plan can be 
worked too much. Each customer 
should be carefully studied and if 
possible learn what he is thinking. 
If, for instance, a half-carat is being 
considered, and the sale looks like it 
may be lost, it may be that a 70- or 
75-point stone with some slight im- 


perfections at about the same price 
will make the sale go over. I have 
had many customers purchase stones 
that were not perfect, when a per- 
fect stone was what they started out 
to buy. 

“It is important to be sure that 
the customer understands just what 
he is buying, and for this reason I 
purchased a magnifying glass with 
a handle, and a little light in it, so 
that if possible I can get the cus- 
tomer to locate the imperfection. If 
he is a quantity buyer, although he 
says ‘perfect’ when he comes in, you 
are likely to lose a sale if you do 
not discover it.” 


© © 


ESIGNS are changing constant- 

ly and efforts of the industry 
have recently been directed toward 
small sizes and bevel design, espe- 
cially for women’s watches, notes 
Henry E. Stebbins, U. S. assistant 
trade commissioner in Paris, in a 
review of the French clock and watch 
industry. 

“There is a distinct tendency to- 
ward the fob type encased in glass 
on both sides with a semi-precious 
stone border and suspended by a 
leather strap or braid. Novelty 
watches in the form of horseshoes, 


lifesavers, little keys and the like 
find increasing favor. Men’s watches 
follow the more conservative trend, 
both wrist and pocket watches en- 
joying good sales.” 


© © 


66Q1O few people realize that a 

jewelry store can give service 
the same as a hardware store,” said 
a spokesman for Mermod, Jaccard- 
King Jewelry Co., St. Louis, Mo. 
“It was for this very reason that 
late in November we staged a six- 
day service sale in order to call at- 
tention to our service department. 
We made special prices on a liquid 
for cleaning silver; a cleaner for 
diamonds (we featured the fact that 
this preparation was used to clean 
the famous Hope diamond); and 
polishing cloths for silver and jew- 
elry. We also offered 10 per cent 
discount on silver plating; a low 
price for restringing beads; 20 per 
cent reduction in watch repairing; 
and the bronzing of baby’s first 
shoes reduced from $3.50 to $2.50 
for the week. Many of our patrons, 
as well as the general public, were 
unaware that we stocked some of 
the cleaners, or performed the ser- 
vices we quoted in the papers. It 
brought scores of new faces into the 
store.” 



































"Why are the pearls thirty-five cents when diamonds are only a quarter?" 
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BIG Jewelry 
Stays Top Style 


HE Veiled Prophet’s Ball, held in St. Louis each 

October for the past 61 years, not only is one of 
the unique social events of the country, but also, coming 
at the start of the social season as it does, it provides 
the first definite criterion of what styles in clothes and 
jewelry are actually being accepted. 

That big jewelry will “repeat” this season is evident. 
Huge, eye-arresting clips, brooches, pendants and 
bracelets predominated with a marked tendency to wear 
a large number of pieces at one time. Two, three, or 
even four wide bracelets, along with a pair of massive 
clips on the gown, another clip in the hair, a necklace, 
and earrings were a combination noticeably in favor. 

Gold jewelry as well as stone-set pieces was popular. 
Since a large number of big pieces must be worn to be 
in fashion, the woman who is unable to afford many or 
large pieces of diamond or other precious stone jewelry 
now has a tendency to buy several pieces of gold jewelry 
rather than the one or two smaller items that she could 
purchase in the more expensive materials. 

From all indications, massive jewelry in ensembles 
will be the merchandise in popular favor for the coming 
year. 


Jewelry worn by Miss Ina Fleishel 


Large emeralds featured the 
jewelry worn by 
Maid of Honor 





Ina Fleishel 


Miss Betty Hensel, also a Maid 
vogue 
for several wide bracelets 





of Honor, typified the 





Miss Betty Greisdeck, another 
Maid of Honor, wore three 
bracelets, a pair of clips and 
a belt brooch, besides neck- 
lace, earrings and rings 





Note the massive gem-studded 
bracelet of natural gold worn 
by Miss Patricia Van Schoiack 




















g—RANK & MOTTERAM co. 





“THEY CAME BEARING GIFTS’’—DOEDERLEIN’S 


Christmas Windows 


That Made Buyers 


HE Christmas legend tells that the three Wise 

Men from the East brought precious things to 
Bethlehem—and that of these, the first Christmas gifts, 
the most precious were gold. 

Gift-giving at Christmas time finds jewelers fortunate, 
above other merchants, because jewelers’ wares for the 
most part are of gold, or some other fine substance, in 
the Magi tradition. 

All of which is another way of saying that from the 
very nature of the articles they sell, jewelers have an 
advantage over retailers in other lines, whose prosaic, 
work-a-day goods are less desirable as Christmas gifts, 
which ought to be glamorous things people want, not 
drab things people need. 

But we’re living in the Display Age. If jewelers’ 
show windows are stale and flat, they will be unprofit- 
able—and sales will go to other stores that make up in 
effectiveness of display what they lack in the desir- 
ability of their wares as gifts. 

The pictures on these pages show how eight jewelry 
ONE OF 12 SHREVE, CRUMP & LOW DISPLAYS stores, located geographically from Massachusetts in 





Zs. ie the East to Washington in the West, worked out suc- 
cessful Christmas displays. Every good display attracts 





window lookers. The exceptional display transforms 
window lookers into window buyers. 

Watches are tremendously important as Christmas 
gifts, so Rank & Motteram Co., Inc., Milwaukee, Wis., 
selected late-style models of four makes and displayed 
them on watered silk panels, as shown directly above. 

The top left photograph on this page illustrates 
how Carl J. Doederlein, Inc., Baltimore, Md., incor- 
porated the religious element into an effective window. 





SINGING OF YULETIDE—JOHN D. ENRIGHT 


A concealed light in the shadow box illuminated colored 
cut-out figures of the three Wise Men. Silver-spangled 
cloth formed the background on the steps and floor for 
watches, rings and other jewelry. 
The Arthur A. Everts Co., Dallas, Tex., Christmas 
windows, one of which is shown left center on the facing 
page, had on the wall a large wreath of frosted foliage 
with white cellophane bells having lighted blue bulbs 
for clappers. A silver framed card suggested “Select 
Christmas Watches Now.” The stepped up floor was 
covered with rust colored velvet, on which were dis- 
played leather and gold chain wrist watches and a num- 
ber of modern clocks. Two boxes, wrapped in cellophane , , 
and tied with gold braid, showed the gift manner in -- 12 | ae 
which purchases were sent out. 
Shreve, Crump & Low, Inc., Boston, had a series of - : 
12 magnificent windows designed by Kenneth G. Sears. ow aC ww | iM 
Each of the windows had a large balsam star decorated , P| ANE 
with red pliofilm cloth, The floors were covered with 
the same cloth. The photograph at lower left of the 
facing page shows how the steps and several gift boxes 
were covered with bright blue suede paper and the boxes 
tied with silver ribbon. 
Promotion-minded stores will be interested in the 


TE BAAMOMS 


hci WO. PERE 


i 


(Please turn to page 63) 


EE’S 
FOR CH RISTMAS BRIDES—McENT 
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than one-half cent a reader. 
many people be told that your business is “The Christ 


Christmas. 
righted, you are at perfect liberty to adapt the layout, 


advertisements No. 9 and No. 
The former, by Theodore W. Foster & Bro. 


mas Store” at such relatively low cost? 
December, of course, accounts for almost one-fourth 


gram this Christmas, 


to five price ranges, £5 to $25, $26 to $75, 
*K151 to $300, and over $300. 
Shreve’s group of $5 to $25 gifts included a sterling 
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getonaog of the average newspaper can be reached 
through a full-page advertisement at a cost of less 
In what other way can so 


of the nation’s annual jewelry store sales, and the moral 
is to advertise (1) now, and right up to Christmas, (2) 
with as impressively large space as you can afford, and 
(3) with the best gift-buying psychology you know. 
JC-K presents on this and the facing page a cross 
section of outstanding retail jeweler advertising of last 
Since none of these advertisements is copy 


artwork or copy ideas into your own advertising pro- 


‘T'wo interesting ways to classify Christmas gifts made 
10 distinctive and suc- 


Co., Providence, grouped gift suggestions “For Her,” 
“Kor Ilim,” 


“choose your gift now and pay next year.” 


“For Mom” and “For Dad,” and added 
In the lat- 
ter, Shreve, Crump & Low Co., Boston, used a full page 
of sepia and red rotogravure to group gifts according 
$76 to $150, 
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cigarette case at $15, a carved stone handled bottle 
opencr, $5; moss agate 14K cuff links, $22; a St. 
Christopher’s medal, $5; sterling dresser set, $25; 


cigarette lighter, $7; hurricane pipe, #10; sealskin 14K j : ee 
26 to $75 


hillfold, $18; sterling-wood salad set, $5; Steuben glass 
vase, $5.50; plated thermos ice container, $24, and wrist 
watches, $25. 

Under the heading, “Christmas time is surprise time,” 
the Jewel Shoppe, Inc., New Haven, Conn., listed 14 
“suggestions that are sure to please,” ranging in price 
from 75 cents to $15. (See ad No. 3.) 

People make up their minds early on their principal 
Christmas purchases, so the type of ad shown at No. 7 
is timely late in November or the first week in Decem 
ber. John W. Ruth & Sons, Shelbyville, Tenn., head 
lined their bid for early shopping: “You are invited... . 
Preshowing of exciting new Christmas gifts.” Smaller 
sized type added: “Have you the ‘what-to-gives?’ Come 
in and let us suggest a few of the answers.” Art work 
in this ad ineluded a half-opened Christmas card, with 
a selection of silverware, jewelry, watches and clocks. 

For tardy folk, the M. M. Cohn Co., Little Rock, 
Ark., used 13th hour technic. ‘The advertisement shown 





at No. 2, scheduled Dec. 23, shouts: “Have you forgot 
ten anyone?” 
“Just one more day . .. then Christmas! Be sure SHREVE, CRUMP & LOW COMPANY « novrsies 





(Please turn to page 67) 
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Telephone 
Builds Extra 


Christmas Volume 


¢¢ ff F you want to stir up some extra Christmas busi- 

ness this year, make a list of the telephone num- 
bers of your old customers and put in a few evenings 
a week during December calling them up and reminding 
them that your store is a good place to buy gifts.” So 
says Agnes Blanchard of the Clyde W. Blanchard 
Jewelry Co., Denver, who has used the method success- 
fully for a number of years. 

Having specialized in school and fraternity jewelry 
for many years, this store has served thousands of young 
people in Denver as well as in adjacent towns. By 
using young men in the organization, who have a large 
acquaintance among college people, the store has made 
those contacts on fraternity jewelry yield a great deal 
of good will and confidence. 

When Christmas rolls around the organization capi- 
talizes on that. A friendly telephone reminder to cus- 
tomers who have previously bought here renews pleasant 
memories and in most cases actually flatters and pleases 
the customer. Better than 20 per cent of the telephone 
calls yield immediate gift sales. 

The firm starts out by going over the books and list- 


JEWELER: “I’m sure your husband 
would like one of the new-style 
watches for Christmas. 
drop in today to look them over?” 


42 









Can you 


by LUCIUS S. FLINT 


ing the names of all old customers whose business was 
good and who would be logical prospects for gifts. These 
people are then looked up in the telephone directory and 
their numbers listed opposite the names. 

Starting about Dec. 10, different members of the 
staff begin calling their customers. The work is appor- 
tioned out by having the various employes look over 
the general list and take off the names of customers 
with whom they are personally acquainted. In this 
way the effectiveness of the contact is greatly increased. 
The man who has sold a customer in the past and knows 
him well naturally has a much better chance of getting 
him in to buy a gift than does the stranger—even though 
the latter individual be connected with a firm that is 
known to the customer. 

The calls are made at whatever time the salesman is 
able to get in touch with the customer. If the employe 
knows a man well enough he may call him at his office 
during the day. If not he’ll probably phone him at 
home during the evening. 

Even during the height of the Christmas rush the 
staff members find time to telephone a number of peo- 
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ple each day. By dividing up their general lists so that 
a certain amount of this work is apportioned for each 
day, they get it done despite the press of other work. 

One of the biggest advantages of having salesmen 
who know the customers do the calling lies in the fact 
that they are often able to suggest specific items for 
specific individuals. If a salesman knows a man is 
married he suggests something for his wife. If he 
knows the customer to be engaged and has previously 
sold him jewelry for his fiancee he knows what addi- 
tional items would be appropriate. If the salesman has 
sold fraternity jewelry to a father for his son he has a 
chance to make a two-way approach at Christmas time— 
to the father for another gift for the son and to the son 
on a gift for the father. 

The men take all these things into consideration in 
doing the calling, making each call a personal proposi- 
tion featuring merchandise of particular interest to that 
individual customer. In some cases a watch may be 
suggested. In others a compact, a locket, a lighter, a 
diamond, an electric clock—whatever seems best. 

This store has also been successful in using Christmas 


CUSTOMER: “Yes, I’ve seen those 
gorgeous new watches advertised, 
and I do want to see the watches 
themselves. Thanks for the call.” 








Black Star 





letters to out-of-town customers and to certain local 
people. Customers through Denver’s vast trading area 
can’t be approached by phone. But a letter will serve 
much the same purpose. Several hundred personalized 
communications of this type are used every year. 

Where the management feels that a letter would help 
remind the customer of the firm and would pave the 
way for an effective telephone contact, it is used locally. 
The letters are brief and simple, merely pointing out 
that Christmas is coming and that Blanchard’s are still 
featuring the finest in jewelry. 

If possible, the solicitor gets the customer to say 
when he’ll drop in, using as an excuse for the appoint- 
ment idea the thought that otherwise the salesman 
might be out of the store and that he would like to take 

(Please turn to page 83) 


LET CUSTOMERS CHOOSE GIFT WRAPPINGS 














Jacobi-Roth from Monkemeyer 
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CAMPAIGN of advertising and display that is well 
unified is always more effective than one that is 
done haphazardly with no central theme, and nothing to 
link the various elements together. When each window 
and store display, and each individual advertisement, cir- 
cular, and booklet is a recognizable part of the same 
store’s campaign, then every unit both reinforces the 
others and at the same time gains added strength for 
itself, by its identification in the customer’s mind with 
the impression that the other units have helped to create. 
This unification of a promotional effort can be achieved 
more easily than perhaps you think—and without adding 
a dollar to your promotional expense. 

For example, in your forthcoming Christmas cam- 
paign, it’s a simple matter to select some appropriate 
and recognizable Christmas symbol which can be used in 
every newspaper ad, every piece of printed matter, in 
every window and store display. Many stores find this 
idea so effective that they use the same motif year after 
year until it becomes so thoroughly identified with the 
store that it is practically another signature cut, instant- 
ly bringing the store to the minds of Christmas shoppers. 

The symbol, while distinctive, should be simple, to 
make it easy both for customers to recognize and for the 
store to execute. It may be some individualized picture 
of Santa Claus, or a Christmas tree, candles, stars, bells, 
holly, poinsettia, or other timely and appropriate device. 
For the purpose of illustrating this article, a group of 
three candles in different colors has been used, but many 
others would be equally suitable. 

A border of irregular stars on a ribbon or band is a 
design that can be readily reproduced for window and 
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Using in your windows the same 
Christmas symbol as in your ads 
helps to tie the two together 








Mounted on a white painted wire 
screen and edged with holly, the motif 
makes an attractive store decoration 


interior decoration. Or if you set up a “spray” of silver 
or gold rods (wood or metal) with stars attached to form 
a large bouquet, you'll have a very smart effect. Win- 
dows and showcases can be bordered in the same design 
that borders the ads. 

The design for display use may be specially made up 
and then sketched or photographed, or one that lends 
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itself to copying by the display man or card-writer 
may be selected from a newspaper mat service. If an 
original design is created, then printing cuts must be 
made in each size you intend to use the illustration. 
If you use a selection from a mat service, choose early 
and get both mats and proofs in all available sizes, to 
be sure that someone else does not also use that par- 
ticular design or figure. 

Next in order is the planning and preparation of 
advertising and displays, incorporating the symbol in 
all parts of the campaign to give an easily recognized 
tie-up throughout. Because December is an emotional 
month, holiday atmosphere will be very important, and 
the store should be really “Christmassy,” with a plenti- 
ful use of the motif throughout. In the average store, 
oblong in shape, the motif can be used in an enlarged 
size across the back of the store, possibly supported 
by a framework if there is a show-case across the back, 
or suspended with fine steel wire. In the sketch we 
suggest cardboard cutouts secured to a backing of 
painted wire mesh, framed with holly. This could also 
be done with cut-outs in a natural-finish ply-wood panel, 


For Best Results— 


the openings backed up by colored transparencies, spot- 
lighted from in back. Just a question of “finances and 
facilities.” 

At intervals along the sides, flags of cardboard or 
fabric, bearing the motif may be used, the design being 
done in paint or paper applique in colors on the card, 
and in paint or fabric cut-outs on the fabric flags. Done 
in white rayon with gilt fringe and candles stenciled, 
the effect will be very rich. Dowel sticks, sandpapered 
and painted, serve as staffs and are set into wood 
blocks that are anchored with a screw to the tops of 
wall-cases. For show-cards a small outline cut of the 
design may be used for imprinting, then color the de- 
sign with water colors or colored pencils. 

Another good tie-up for the design suggested is to 
use red, green and blue candles in three-light candelabra 
on the show cases, with small cards suggesting the idea 
as smart and colorful for the Christmas table. Set in a 
field of green holly they will be very attractive. 

Show cases and wall cases will be smart with white 


floor or back covers, edged in narrow bands of the color 
(Please turn to page 80) 


Unify Your Christmas Promotion 























Several ads of uniform size and style 
such as the one at left can be com- 
bined and reproduced to make an ef- 
fective mailing piece as shown at right 


by R. E. ANDRUSS 
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The design is repeated in show cards. 
White deckle-edge paper on a green U peti 
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board will be smart 








ASHEVILLE, N. C., AGLOW WITH CHRISTMAS DECORATIONS 








Community Yuletide Helps Jewelers 


EWELERS in many communities will, in a few 
weeks, again have an opportunity to participate in 
the benefits of a community Christmas program. 

These Christmas programs have become a part of the 
American scene. Although such an event may take the 
nature of a community carol sing, a gaily-decorated 
business section, or a welcome to Santa Claus, it will 
produce a favorable psychological effect on the public. 
It will stimulate a desire to buy to give. 

The beginning of such a program is the annual signal 
in many places that the Christmas season is under way. 

Although these programs are, in reality, promotions, 
being put on by the businesses of the town in order to 
stimulate the flow of buyers’ dollars, the public isn’t 
conscious of this aspect, and considers them only in the 
light of community good-will. 

Such a promotion was carried out, last year, by the 
Merchants Association of Asheville, N. C., to the advan- 
tage of the local jewelers who participated. 

Harry G. Matthew, of Carpenter-Matthew, who helps 
plan the promotions for his city, says, “These do develop 
new business. The Christmas spirit of gift-giving causes 
more gifts to be purchased. The elaborate street decora- 
tions, together with the well-executed promotion plans 
brings shoppers from nearby cities, who increase our 
holiday business. We are hopeful of a bigger and better 
promotion for this year.” 

Likewise, John Hursey, of Hursey & Co., another 
Asheville jeweler, says, ““These promotions are splen- 
did for the jewelers, creating earlier shopping, as a 
result of which jewelers secure many lay-away sales and 
eliminate much of the last-minute shopping competition 
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@ Does your city sponsor a community 
Christmas program? If not, perhaps 
you can interest your mercantile group 
or your Chamber of Commerce. The 
jewelers of Asheville, N. C., a city which 
has such an annual promotion, find that 
theirs kindles a Christmas-buying spirit 
earlier, creates more lay-away business, 
eliminates a last-minute rush, promotes 
shopping, attracts out-of-town trade and 
develops city-wide business cooperation 


that we have had in the past from department, drug and 
novelty stores. We are heartily in favor of them.” 

All but two of Asheville’s jewelers participated in 
the promotion last year, and practically all were of the 
opinion that they were benefited by it. They say it 
created a Community Christmas atmosphere; stimulated 
a spirit for giving early enough to increase lay-away 
business, and also prompted the public to shop early. 
The result was that the holiday business was not all 
jammed into the week or ten days before Christmas. 

The theme of last year’s program was Christmas 
Bells, such as those used at the same time in New York 
by Lord & Taylor’s, which made a tremendous hit with 
l'ifth Avenue shoppers. 

A battery of six papier maché bells, simulating real 
ones, was installed in an imitation-stone Gothic-style 
bell tower, as shown in the picture on the next page. 
This tower was erected in Pritchard Park, and illumi- 
nated at night, to create a striking effect. The bells were 
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constantly in eccentric motion, and the music of bells, 
coming from a recording, was amplified and could be 
heard at some distance. Their reflections were cast on 
the glass sides of the tower, heightening the illusion of 
real bells. 

Other bells of the same kind were hung from lamp 
posts, bedecked with evergreen trees and laurel festoons, 
along the principal streets of the business section. 
Colored lights strung on the evergreen trees made the 
streets glow with Christmas colors at night. Catching 
the spirit of the event, residents went to considerable 
trouble to decorate and illuminate their lawns and homes. 

The holiday festival began at Thanksgiving time with 
a triumphal entry of Santa Claus, a grand opening of 
toy departments, and unveiling of Christmas window 
displays. 

The first news stories on the coming of Santa Claus 
appeared in the local press five days before his arrival. 
On Thanksgiving Day the newspaper stories were 
slanted to the young, telling them that old St. Nick 
would arrive at 10 o'clock the next morning at Biltmore 
Station, in a gaily-decorated car. The stories also told 
that Asheville’s prettiest girls would be hostesses and 
there would be clowns, Boy and Girl Scouts, the high 
school band, and two American Legion drum and bugle 
corps to lead them in a parade to the Flatiron Building, 
where Santa would release a thousand balloons. More 
than half of these would have gift tags attached, which 
would entitle those who captured them to small gifts 
offered by the various merchants of the city. 

The mayor, city council and other civic officials were 
scheduled to be on hand, and all the stores were closed 
for one hour, to permit everyone to attend the party. 

Every institution helped publicize the event—the 
newspapers, the radio station, the schools, industrial 
plants, and the stores. Placards and window cards ap- 
peared everywhere. 

The interesting thing to Asheville’s merchants was the 
fact that people came from all over western North 
Carolina to see and hear the bells. The music, which 
was synchronized to the motion of the bells, was oc- 
casionally broadcast over the local radio station. 

A cozy North Pole cabin was erected for Santa’s head- 


quarters in Pack Square. Here he greeted his little 


ANOTHER SHOPPING STREET ABLAZE WITH CHRISTMAS LIGHTS 
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visitors, listened to their many requests and distributed 
35,000 lollypops. 

The simultaneous start of the Christmas-selling season 
for all firms was assured by a special section in the 
local Sunday morning newspaper following Thanksgiv- 
ing Day. This section contained numerous news stories 
about the events of the Christmas festival, and was illus- 
trated with many cuts, showing scenes at Santa’s wel- 
coming party. Representative advertising space was car- 
ried for all the merchants participating. Stores main- 
tained the same closing hour of 9 p.m., from Dec. 17 
to 23. 

For three days of the first week of the event, adults 
received numbered tickets from Santa Claus, and on 
Friday evening, Dec. 2, they shopped all the store win- 
dows to see whether they could match their ticket num- 
bers with corresponding numbers on gifts on display in 
the various store windows. Holders of lucky numbers 
called at the stores the next day to receive their gifts. 

During the second week, the City Hall bells were 
played by a local musician, to tie-in with the theme of 
the event. Eighteen of the city’s finest voices were 
united in a band of carol singers, for a Saturday night 
program. 

During the next week the carol singers visited nearby 
towns, where they were sponsored in each instance by 
an outstanding local club. This brought much publicity 
to the Asheville Merchants Association, which had or- 
ganized and promoted the choral group. 

Prizes amounting to more than $100 were offered by 
the Merchants Association for the best decorated homes 
and lawns. 

The total cost of this business-stimulating festival was 
only $3,400. It was prorated on the basis of store front- 
age, for decoration of the street, together with a small 
additional charge for other expenses. 












THE BELL TOWER 








THE FRONT IS FLUTED STEEL AND MARBLE 


Herschede Store’s 
Five Ficors Are 
Designed for Selling 


by WALTER BRINKMAN 


The new Herschede store is as 
modern as the New York World's 
Fair's ‘world of tomorrow.'' Wit- 
ness the second floor shown at 
the right, where in bright spa- 
ciousness brides' tables display 
silverware, china and glass. Col- 
lectors' objets d'art are shown in 
the cabinet over the fireplace. 
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ROM a cubby-hole surrounded by miscellaneous 

businesses to a five-story building, with each floor 
devoted to a special department, forms the romance 
written into the history of the Frank Herschede Co., 
jewelers, in the opening of their new home at 8 W, 
4th St., Cincinnati, Ohio. 

Starting in a small way at No. 9 in the old Arcade 
in 1877, the late Frank C. Herschede in his broadest 
vision could not have foreseen the remarkable expansion 
that his establishment has been developed into by his 
sons. 

The concern opened its newest place early in October 
with the well wishes of lifetime patrons, and local and 
national organizations. Prominent among the floral 
tributes sent to the firm was a cluster of orchids, an 
expression of good will sent by the National Retail 
Jewelers’ Research Group. 

The entire establishment represents modernism at its 
best. From its fluted steel, marble and display glass 
front to its storage section on the top story, the enter- 
prise embraces the last word in jewelry presentation, 
And the location is one which takes it within the inten- 
sive shopping section of Cincinnati. 

The first three floors are devoted to sales departments 
to which have been added unusual items of the store’s 
inventory—among them tiny watches mounted in cur- 
rency clips, dinner plates with reproductions of Currier 
and Ives prints, tableware manufactured by Massa- 
chusetts silversmiths in business since 1670 and “‘ship’s 
bell” clocks. 

The first floor is finished in pale blue and has deep 
rich mahogany fixtures and indirect lighting. An ele- 
vator with red and white stripes takes patrons to the 
second and third floors. The second story has brilliant 
red moire love seats and here also is a special section 
for brides where tables are arranged to display china, 
silver and glassware. The third floor is devoted to 
clocks and plated silverware. 

The fourth floor of the house of Herschede includes 

(Please turn to page 92A) 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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Gold 


Distinction should be made between “Gold,” “Gold Filled,” 
“Rolled Gold Plated,” and “Gold (electro) plated” articies. 

The following information on gold is based wpon Commercial 
Standard CS 67-38 by National Bureau of Standards entitled 
“Marking Articles Made of Karat Gold,” effective for retail- 
ers Nov. 25, 1939. 

“Pure Gold” or “Fine Gold,” means gold of 24-karat qual- 
ity. A karat is 1/24th part by weight of the metallic element 
gold in an article. Ten-karat gold (10k) means that the metal- 
lic element gold contained in the article constitutes 10/24ths 
by weight of the entire article. 

The karat content of “Gold” articles should be stated, e. g., 
“10 K Gold,” “14 K Gold,” “18 K Gold.” No commercial jewel- 
ry is made of “Pure Gold,” and therefore, the term “Solid 
Gold” is incorrect. The term “Solid Gold” shall be applied only 
to “Fine Gold,” i. e., 24 Karat Gold. 

No article of less than 10 karat fineness shall have applied 
to it any quality mark indicating a gold content or the quality, 
fineness, quantity, weight or kind of gold. Such marks as “14 
kt” may be further amplified by a statement such as “This 
article is guaranteed to assay not less than 584/1000 of fine 
gold,” or for “12 kt”—“This article is guaranteed to assay not 
less than 500/1000 of fine gold,” if such is the fact and no 
tolerance is taken. 

No karat gold article made with a hollow center and then 
filled (weighted or loaded) with base metal, cement, pitch or 
other foreign substance, thereby giving the article added 
weight or strength, shall be marked with a quality mark. 


GOLD—MISLEADING DESCRIPTION 


Products not made of gold should not be described as 
“Gold,” or “Golden,” nor by any term or coined word of which 
the word gold is a part, e. g., “Dirigold,” “Durigold,” “Gold 
Ray,” “Mir-a-Gold,” “GoldCraft”; nor should such terms as 
“Platigold” be used to describe articles not made of gold and 
platinum or of an alloy of gold and platinum. Such terms as 
“22 kt,” “585 Fine” should not be used in any manner to de- 
ceive as to the quantity or quality of gold content; nor should 
the term “Embossed In Gold” (as descriptive of book bind- 
ings) be used unless in fact embossed in gold or gold leaf. 
(See also F. T. C. 02034, 2166, 1907, 1908, 2215, 3465.) 

Such an expression as “Simulated Gold” is unwarranted and 
inaccurate in describing an article containing no gold. In such 
cases the only thing simulated is the color. Expressions such as 
“Gold Color” or “Color of Gold,” as descriptive of jewelry 
not made of gold may have the capacity to mislead unless 
adequately qualified or the metal is named. 


GOLD FILLED, ROLLFD GOLD PLATE 
(Other than Watch Cases) 


(From National Bureau of Standards Commercial Standard 
CS 47-34, American Standard Z 31-1933.) 
The quality mark “Gold Filled” and/or “Rolled Gold Plate” 
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How to mark and advertise articles made of gold, sil- 
ver and platinum, in conformity with the various Com- 
mercial Standards and the dictates of honesty. This is 
the fifth installment in a series based on "The Guide 
for Retail Advertising and Selling," issued by the 
National Association of Better Business Bureaus, Inc. 
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shall refer to articles made of base metal, upon one or more 
sides or surfaces of which base metal there is affixed by sol- 
dering, brazing, welding, or other mechanical means, a sheet 
or sheets or shell of karat gold, produced by alloying fine gold 
with other metals, said sheet or sheets or shell of gold being 
rolled, drawn, or pressed to the marked weight ratio before 
uniting with the base metal. 

Qualities for “Gold Filled” and “Rolled Gold Plate” articles, 
other than watch cases, shall be designated by and have ap- 
plied thereto marks which state in terms of fractions and 
karats the correct proportion of the weight of the alloyed gold 
to the weight of the entire metal in such articles and the actual 
karat fineness of the entire gold covering thus, “1/10 12K Gold 
Filled,” or “1/30 10K Rolled Gold Plate,” as the case may be. 

No article having a gold coating of less than 10k fineness 
shall have applied to it any quality mark. No article having 
an alloyed gold content of less than 1/20 shall be marked 
“Gold Filled.” Articles manufactured in accordance with the 
definition, if marked “Rolled Gold Plate,” shall be preceded 
by the fraction and the fineness designation. 

Tolerance—The actual gold content of an article shall be 
not less than the gold content indicated by the quality marks 
by more than 10 per cent. 


GOLD (ELECTRO) PLATED 


The article to be plated is dipped into a solution of gold, 
and by using an electro process, part of the gold adheres to 
the surface of the article. There are no required specifications 
for karat content or quantity of gold for gold electroplated 
articles, but “Gold Plate” is an all inclusive term applied to 
any quantity of gold covering, providing such covering is more 
than a “Flash.” “Gold (Electro) Plate” should never be de- 
scribed as “Gold-Filled” or “Rolled Gold Plate.” 

The karat designation in describing gold electroplated arti- 
cles has the capacity to mislead because it gives no indication 
as to the quantity of gold on the article, yet it implies a qual- 
ity to the article itself. The term “Karat” means the quantity 
of gold in an article in relation to the total weight of the 
article. 


GOLD SHELL 


This is an ambiguous term which may also be misleading 
when the gold deposit on articles so described is less in weight 
and thickness than the amount and quality of gold deposit 
contained on the exterior of articles correctly designated as 
“Gold Filled” or “Rolled Gold Plate.” It is recommended that 
the term “Gold Shell” not be used. 


WHITE GOLD—GREEN GOLD 


White Gold is an alloy of gold in various combinations with 
other metals such as nickel. zinc, silver, tin and copper. 

Green Gold is an alloy of gold in various combinations with 
other metals, such as silver, copper, nickel, zine and tin. 

There are no standards for composition or appearance that 


(Please turn to page 92-C) 
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@ Lovely Helen Steed, one of New 
York’s most popular photograph- 
ers’ models, toasts a high fashion 
color combination in _ precious 
gems. Well she may, for red 
somehow or other is worked into 
practically every gown shown on 
Fifth Ave., and the ruby and dia- 
mond jewelry ensemble Miss Steed 
is wearing is in perfect harmony 
with the new dictate. @ The brace- 
let and the clip-brooch, combin- 
ing rubies with marquise, baguette 
and round diamonds, sell for $975 
and $900 respectively. Also shown 
are pendant earrings combining 
diamonds and rubies with jade, a 
star ruby ring, an emerald-cut 
diamond solitaire, and a baguette 
diamond wedding ring. @ Jewelry 
by A. Jaffe & Son, Inc., New York. 
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A most comprehensive stock of Diamond 
Jewelry available on memorandum to any 
responsible jeweler. 


Forty-seven years spent in the manufacture 
of exquisite jewelry is your assurance of 
customer satisfaction. 


In addition to the articles reproduced here- 
with our line includes extensive selections 
of diamond bracelets and interesting assort= 
ments of diamond set clips, brooches, wrist 
watches, wedding rings, dinner rings, 
mountings and watch ‘attachments. 


A. JAFFE & SON, INc. 


Established 1892 
608 Fifth Avenue + New York City 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1939 








here comes 


The 
Diamond 
bride 
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ECAUSE jewelers have been inclined to sell the two 

small pieces she wears on her left hand, and let it 
go at that, today’s average bride is worth something less 
than $500 in diamonds, despite the fact that diamonds, 
with their traditional meaning of purity, fidelity and 
hope, are gifts par excellence for the bride. 

But “diamond brides” are in fashion again! Fashion 
authorities have placed their stamp of approval on the 
idea of diamonds on the bride. Bride’s Magazine, for 
example, features a portrait of a modern bride wearing 
diamonds in its winter issue. 

Diamonds are being displayed on brides in fashion 
shows. Since almost every fashion show ends with a 
bride, this is an opportunity for the jeweler to provide 
the diamond jewelry. 

Top notch stylists suggest one or two simple diamond 
ornaments such as a diamond rose or orange blossoms, a 
diamond-studded cross, or diamond clips. 

The bride, shown above, wears a single diamond rose 
in her tulle head-dress. She uses a rose spray for her 
cap and a rose clip on the bodice of her crepe dress. 

The picture on the left illustrates how charming a 
young bride can be in a traditional tiara and necklace. 

To help retail jewelers tie in with these ideas, N. W. 
Ayer & Son, Inc., New York, in connection with part of 
its campaign for the De Beers Consolidated Mines, Ltd., 
has prepared a series of attractive pictures showing 
brides wearing diamonds, similar to those on this page. 
These pictures are suitable for framing in your window. 

For other diamond selling suggestions see page 64. 








* 


Both bracelets and clip #100 
may be combined into a 
most unusual necklace.. 












Our stockis priced most advantageously 
because of completion before the 
increased cost of merchandise. . 











NAT KOSLOW, INC. 


Mfrs. of Fine Pfatimun Diamond Jewelry 


| AZ WEST 48TH ST., NEW YORK,NY. BRyanT 9-587] 
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A™ any fashion authority what one thing more than 
any other distinguishes this season’s styles in 
women’s dress from that of last year or the year before, 
and the chances are she’ll tell you—‘“‘back interest.” 

By that she means simply that dresses, coats, hats, 
and even shoes and stockings are being designed to draw 
attention to the back. Bustles, bows, ornamentation, 
all contribute to guide the observer’s eye in that direc- 
tion. 

Because these new styles demand a new and different 
type of accessory to harmonize with this new “back in- 
terest,” jewelers have an exceptional opportunity to 
create a lot of extra business by featuring pieces to suit 
these new styles. 

A few of the possibilities, as conceived by Howard 
Shoup, fashion director for Warner Brothers, are 
sketched here. Necklaces of various types have the same 
length and ornamentation at the back as at the front— 
earrings are double-faced to show to advantage from 
the rear—even clips are placed at the back of the belt. 

These things are definitely high-style—the sort of 
thing that appeals to fashion-concious money spending 
women—the women whom the others watch and copy. 
Featuring such items brings you not only the immediate 
business from their sale, but, even more important, helps 
to build your store’s reputation as a style center and 
authority to which women will come for guidance. 
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by HELEN WALTER 


Women's Editor, Warner Brothers, Hollywood 


A scapular-like necklace 
with pendants both front 
and rear emphasizes the 
“back interest’ of the 
cocktail dress at the left. 
Right: A necklace of the 
same type is ideal for this 
backless evening gown 
with its decolletage and 
draperies centering atten- 
tion on the back. Note 
the jeweled ornaments at 
the base of the hair. 
Sketches by Margarete 
Lute, of Warner Brothers. 


Above: A jeweled orna- 
ment at the back of the 
head, and a choker neck- 
lace with back as well as 
front pendants carry out 
the back interest theme. 
Right: Uncovered ears are 
ornamented from the rear 
by a double faced ear- 
ring connected by loops 
of gold and opals. Match- 
ed clips on the belt are 
flat so they will not catch. 
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PRINCESSE CULTURED PEARLS 


In Princesse Cultured Pearls there is a difference you will appreciate. Not only do we import pearls of exceptional value, but we have manu- 
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LAPIS 
LAZULI 


The “stone of heaven”’ 
is a December birthstone 


by ROBERT M. SHIPLEY, President, 
Gemological Institute of America 


HAT is the proper pronunciation of lapis 
lazuli? 

A.—lIt is pronounced lapis lazuli-— having 
the first “a” long and the second short while the first 
“i” is short and the second long. This pronunciation is 
preferred by Webster and recommended by the Gemo- 


logical Institute. Lapis with a short “a” is correct but 
not preferred. 


Q.—What is the origin of the nameP 

A.—Lapis is the Latin word for stone and lazuli 
probably comes from the Persian lajuward, the name 
of the stone. Lazuli also is associated with an Arabic 
word meaning heaven. As this gem was the most prized 
gem of early peoples, it was probably the “stone of 
heaven.” 


Q.—Is it a gem of ancient lineage? 

A.—Yes. In the very early literature it was known 
as “sappir” (Hebrew) or “sapphirus,’ and was the 
fifth stone of the breastplate of the High Priest. For 
years people thought this referred to our present sap- 
phire but it was described by the Roman historian Pliny 
as a stone with golden spots. These golden spots un- 
questionably referred to the pyrite inclusions in lapis 
and not to sapphire. Before the science of gem-cutting 
was known, gems were prized for their color more than 
for their brilliancy. Lapis, turquoise and carnelian 
were the gems most prized by the Egyptians. 


Q.—When was lapis first discovered and where? 

A.—About 4000 years before Christ, at Badakshan 
in Afghanistan. These mines are still the source of the 
finest lapis. As stated, lapis was the most prized gem 
of the Egyptians and great expeditions were sent from 
Egypt to Afghanistan. The return of these expeditions, 
which usually lasted several years, was the occasion for 
great feasting. Lapis was preferred before gold. 


Q.—How is lapis mined? 

A.—Fires are built upon the rocks and water is then 
thrown on the burning rocks. As they cool they crack, 
releasing ‘the lapis. 


Q.—Is there more than one kind of genuine 
lapis P 
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Amer. Museum photo 


A.—Yes, the most valuable is Persian lapis which is 
of the finest color—an intense blue. There is a recent 
tendency to call this Russian lapis. Russian or Siberian 
lapis is of good quality and of various shades or intensi- 
ties of blue. It contains iron pyrite. Chilean lapis is 
the poorest quality of genuine lapis. It is often tinged 
with green, contains many veins of white matrix, and is 
of pale or light blue color. 


Q.—Is Afghanistan the only present source of 
lapis P 

A.—No, lapis is also found in Chile in the Andes 
mountains near Ovalle, and in California near Mono 
Lake. A new source of material similar to that found 
in Badakshan is reported near Khorog in the Pamir 
mountains (U.S.S.R.) 


Q.—Is lapis imitated? 

A.—Yes. Imitation lapis is deceivingly called “Swiss 
lapis” and “German lapis.” These are not lapis at all 
but are dyed chalcedony or dyed jasper. 


Q.—Since lapis is such an ancient gem there are 
probably many superstitions surrounding it, are 
there not? 

A.—Yes, lapis was believed to cure melancholy and 
fever. It was also the gem of Venus and was said to 
be more effective if worn on Friday. 


Q.—What are my best sales possibilities for 
lapis P 

A.—Lapis is an excellent gem for men’s wear, both 
for ring stones and for cuff links. With the present 
vogue for color and gold jewelry for women, it should 
be recommended as a lovely gem to set in gold bracelets 
and large rings, especially for blondes. The yellow-gold 
mounting accentuates the beautiful color of lapis. Lapis 
has always been popular when fashioned into beads. 
The high neckline of women’s dresses makes the close 
necklace, or choker, smart. 


Q.—Is lapis a hard gem? 

A.—No, its hardness is from 5 to 514 but it can be 
easily polished if it becomes dulled, and even the dull 
gem is beautiful because of its exquisite depth of color. 
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Imperial Cultured Pearls 
Most Publicized Line In America 


From coast to coast, IMPERIAL CULTURED PEARLS have been publicized to millions 
of consumers for the benefit of reta'l jewelers. Just as the Trylon and Perisphere shown 
at the New York World's Fair amazed millions, so has this beautiful replica of the 
Golden Gate Bridge and the Tower of the Sun attracted the attention of millions at 
the San Francisco Fair. It is made of over 80,000 IMPERIAL CULTURED PEARLS 


and is valued at one-half million dollars. 


This magnificent display can be had for a period of three days 
by any dealer carrying IMPERIAL CULTURED PEARLS. We 
will be glad to tell you how your store can take advantage of 
this publicity to effect a direct tieup. Write to our nearest 


office today. 


IMPERIAL PEARL SYNDICATE 


Division of 


THE AMERICAN JEWELERS BUREAU, INC. 






607 Fifth Ave., New York 783 Mission St., San Francisco 


5 North Wabash Ave., Chicago 
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The unusual architectural treatment, with show windows set in walls of glass blocks, 
compels the attention of passersby. The entrance is on the other frontage, 


facing Wilshire Boulevard. by HARRY TERHUNE 


. on the belief that the store should be in 
keeping with the merchandise it sells, B. D. Howes 
& Son, Los Angeles, have endeavored to create in their 
new establishment which has just been opened on Wil- 
shire Boulevard the atmosphere of quiet intimate 
elegance appropriate to fine jewelry, watches and silver. 

The exterior is a California adaptation of the modern 
style of architecture, the view shown at upper right 
being the Westmoreland St. side of the building which 
is on a corner. The store fronts on Wilshire Boulevard, 
where the entrance is placed, flanked on each side by a 
display window of the same type as the four shown above. 

Note the use of glass blocks for the walls between 
pillars and surrounding the windows. The ability of 
this material to transmit and diffuse light, reduce street 
traffic noise within the store, and provide complete 
privacy for patrons, added to its attractive and out of 





the ordinary appearance led to its selection for the alae 
purpose. The blocks measure about 12 inches square 
by four inches thick and are hollow. They are a pro- 


. ? ‘ . ; The comfort and informality of the jewelry room invite an 
> ] ~ ° 
duct of the Pittsburgh-¢ orning Corp. unhurried inspection of the store's merchandise. Above is 


The store is divided into three separate sales rooms, pe cpt tage Page ot ee 7 Gee 
the main jewelry room, the silver room, and a special the beauty of the silver. 

gem room, the two former being shown here. All rooms 
are covered from wall to wall with a deep-piled carpet- 
ing of rusty pink. Jewel display boxes are also of the 
same shade, while the wall cases, interior display cases 
and windows are lined with dubonnet velvet. Woodwork 
is of bleached walnut, with a dull wax finish. 

In the middle of the gem room, stands a round table 
with a ten-inch glass covered opening in its center for 
the display of one beautiful gem. An overhead spot 
light with the light from the two small wall cases fur- 
nishes all the illumination. This lovely and secluded 
room provides the rich yet restrained background which 
is perfect for setting off the magnificence of jewels. 

The firm of B. D. Howes & Son, established by the 
late B. D. Howes in 1887, is one of the oldest and best 
known in the west. Durward Howes, son of the founder, 
now heads the company. He is nationally known as past 
president of the Junior Chamber of Commerce of 
America. 
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608 Fifth Avenue, New York 














i : Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 


64 West 48th Street London—23 Holborn Viaduct 
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Unmounted Star Sapphires, 

ranging in colors from ex- 

quisite pale tones to deep 

blue —also mounted in cuff 

links, and in rings for men and 
women. 





JEROME RICHHEIMER 


608 FIFTH AVENUE NEW YORK. 
GEMS OF ig 








THE MODE 
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CHRISTMAS WINDOWS MAKE BUYERS 
(From page 39) 


way Crothers Jewelers, of Yakima, Wash., personalized 
the holiday decorations of their store. Five-foot blow-up 
photographs of Bert and Delos Crothers’ heads were 
mounted 10 feet over the sidewalk against the walls of 
the building. (See the photograph shown top left on 
page 39.) 

“The small jeweler will find the returns commen- 
surate with the time, effort and money he puts into his 
window displays,’ says John D. Enright, Philadelphia, 
whose store, is on a cross street where the traffic hurries 
through to the main arteries. “If the crowds hurry by, 
they are hardly conscious of the stores they are passing. 
And no stop, no sale.”’ 

How well Mr. Enright succeeded in stopping side- 
walk throngs may be judged from the photographs of 
two of his three Christmas windows, shown top right 
and bottom on page 39. The upper window had three- 
dimensional cut-outs of Christmas scenes, set up on a 
field of snow, with backgrounds of sparkling silver 
glitter panels, simulating falling snow. Concealed spot- 
lights in soft colors accentuated the realistic appearance 
of the settings and gave a brilliant effect to the dia- 
monds, rings and watches, which were arranged on wide 
silk ribbons to resemble little paths leading through the 
snow. 

The other Enright window, entirely without mer- 


chandise, was devoted to a picturesque winter snow 
scene in which quaintly dressed villagers were engaged 
in the oldtime activities associated with Christmas 
morning. 

Both of these displays were designed and installed by 
the Atelier du Mode, of Philadelphia. 

Holland Jewelry Co., San Angelo, Tex., gave a 
humorous Western twist to their store decoration. Over 
the center wall case was a covered wagon with reindeer 
hitched up to it, and a cowboy hanging his stocking to 
The wagon sheet read: 
Greetings in the Real Western Manner from the House 
of Holland.” 


Above the cases on either side of the center case were 


one of the wheels. ““Season’s 


cutouts of three singing cowboys. These decorations 
created a great deal of attention in San Angelo. (See 
photograph second from the top on page 39.) 

J. M. McEntee & Sons, Inc., Tulsa, Okla., arranged 
an attractive window with Christmas stars and frosted 
garlands (third from top, same page). Realizing that 
there would be scores of Christmas weddings, they 
showed an alcove with miniature figures, where the 
wedding service was being read. A strip card above the 
aleove read: “Bright Notes in the Christmas Carol— 
McEntee’s 100% perfect diamonds, for her supreme 
happiness.” The window was filled with diamond rings 
in cases, each of them accompanied by a small card giv- 
ing the price. 














Oscar Heyman x BROTHERS Inc. 
MANUFACTURERS AND GEM IMPORTERS 
642 FIFTH AUE.NEW YORK CITY 
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HOW TO PUT MORE DIAMONDS ON BRIDES 


Show pictures of brides wearing diamonds (other 

than rings) in your window displays. 
* * 

Photographs of brides wearing diamonds (suitable 
for silver frame in your window) may be obtained in 
connection with the DeBeers’ diamond publicity cam- 
paign. Write to N. W. Ayer & Son, Inc., New York, 
N.Y. 

* * * 

Display diamond and diamond-set gold crosses with 
wedding and engagement rings; card reading “The 
bridegroom’s gift to the bride.” 

* * * 

Display diamond clips, sprays, dainty necklaces and 
small, simple ear-clips, with card announcing that “To- 
day’s smart bride is wearing diamonds—these are suit- 
able pieces.” 

* * 

Watch for fashion shows: if a bridal part is planned 
(and most fashion shows include them) offer to display 
diamonds on the bride and her attendants. Be sure 
that diamonds and your name are mentioned by the 
fashion commentator. In the program say, “Diamonds 
for the bride, by .. .” 


AD AND DISPLAY CARD IDEAS 


“Something borrowed— 
Something blue, 
And a diamond brooch 
For something new!” 
* * 
To the uncle of the bride: “Give her a diamond in- 
stead of a check.” 
* * * 
T'o the aunt of the bride: A check has value but no 
sentiment—A DIAMOND HAS BOTH! 
* * & 
To the bridegroom: If your love is everlasting, give 
her a DIAMOND FLOWER. 
* * * 
Bride’s proverb: “A diamond in her veil is a blessing 


on her head.” 


MACHINE ENGRAVES METALS, PLASTICS 


“Autoengraver” is the name of an instrument, newly 
perfected and marketed by National Premium Products, 
100 Gold St., New York, which engraves on metals as 
well as plastics. It engraves letters from master type 
furnished with the machine, and reproduces signatures, 
designs and emblems from paper tracings of the orig- 
inals. 

The makers claim that a novice, after 15 minutes’ 
instruction, can operate the machine, on fountain pens, 
pencils, name plates, key tags, pen knives, compacts, 
lipsticks, electric razors, pipes, cigarette cases, ciga- 
rette lighters, and some styles of flat silver. 

Operation of the machine in the customer’s presence 
interests the customer, it is pointed out, and the mer- 
chant further profits because engraved merchandise stays 
sold; it is seldom exchanged or credited. Portable, the 
machine weighs 12 pounds, and measures 814 by 11 by 
7 inches. 
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PRICE CHART AIDS DIAMOND BUYER 

667] ‘HE Sky’s the Limit” is frequently the attitude 

of a young man when he sets out to buy a dia- 
mond for the girl of his choice. He is excited and not 
prepared to give the amount he is entitled to spend in- 
telligent consideration. This is especially true when he 
is planning to buy the ring on an extended payment 
basis. ““What difference will a few extra months make?” 
he figures. And so he may overstep himself and plunge 
into debt beyond reason. 

In the diamond room of the Duval Jewelry Co., 
Miami, there hangs a chart on the wall opposite to the 
buyer, and he must see it. On this chart are figures 
which have been worked out after a careful study of 
the ability of the average man to pay for a diamond 
and figures are based on his salary. According to Fred 
Slater, president of the company, this has had a good 
effect on purchasers. They study the chart while wait- 
ing for the salesman to take care of them and in this 
quiet room are likely to take a sensible view of the 
matter. It is helping to keep men from overbuying and 
by the same token frequently suggests to an overly 
cautious suitor that he is in position to pay more than 
he actually planned to lay out for the ring. 

The chart reads: 


WHAT SHOULD I PAY FOR HER RING 
ACCORDING TO MY SALARY? 
Amount Advised to Pay 


Salary For Diamond Ring 
rr ee et From $50 to $100 

IY ufos oaeo y Hw bare aia Wee e alies From $100 to $200 
MENS 5 iio 7ico ec serecainins weer From $200 to $300 
CE i ich auamedwaneeeohees From $400 to $500 
MME ernie coud eae whee From $500 to $650 
PE as. Satie eedeceouBewanes From $650 to $850 
INE es arse aA Suh el elarae From $1,000 to $1,500 
RMN Se aes seis ss, Map rer Satara et From $5,000 to $7,500 
Over One Million. ..........6600« Buy her a jewelry store 


This chart is treated with serious consideration; it 
is not considered in levity. Barring loss of employment, 
sickness or other catastrophe, if the purchaser keeps 
within his salary income price range, he can expect to 
pay out on what he buys. 

Following the use of this chart over a period of years 
Mr. Slater is of the opinion that it has been of inesti- 
mable value in selling diamond rings in a sensible man- 
ner. With the engagement ring it is usually suggested 
that the wedding ring to match be purchased at the same 
time. 

This is a fine type of suggestive selling and the fact 
that fully 50 per cent of the men buying a diamond 
engagement ring will add a wedding ring at the same 
time proves that the suggestion is worth while. Fre- 
quently this is an extra sale, in that the purchaser of 
the first might be tempted to go elsewhere for the second 
ring; he might be out of the city or prefer to take his 
business elsewhere for one reason or another. 





Wholesale and retail jewelry firms in St. Louis, Mo., 
give employment to approximately 1000 persons and 
annually pay about $2,000,000 in wages, it was esti- 
mated by Roy Culbertson, vice-president of Hess & 
Culbertson Jewelry Co., in a radio interview. Speak- 
ing on a program arranged by St. Louisans, Inc., he 
said: “Jewelers have encouraged a sensible use of credit 
facilities made possible by modern business methods, 
with the result that jewelry is within the reach of all.” 
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The latest wrinkle in display window technique 
comes, as have so many others, from Marcus & Co.. 
| jewelers, Fifth Ave. at 53rd St., New York. 
| This time it’s “music by Marcus.” 
| As you step close to the south window to view the 
| Jewels, the strains of Ravel’s “Daphnis et Chloe” issue 


| MUSIC SYNCHRONIZED TO WINDOW DISPLAY 
| 





Above, window 
display designed 
for Marcus & Co. 
by W. Bayard 
Okie, Jr. Right, 


sketch indicating 
how sound issues Z. , aofolary idy Ver) 
from concealed aa —— ll arden 
loud speaker. A meena 
bib-type ruby nec’ 4 re 
lace is featured in —— 
the display. abotme Aarntahl 


forth, well modulated so as not to be heard except by 
those who step close and listen. 

This is probably the first window display ever to 
have a specially synchronized musical score. An electric 
eye is the secret. It detects the observer close to the 
window, and automatically starts a phonograph which 
is concealed within the construction of the Invisible 


Glass window. 


H.1.A. AWARDS CERTIFICATES 


Wasuineton, D. C.—Certificates were awarded to 
the following at a meeting of the examining board of the 
Horological Institute of America, held in this city 
Sept. 30: 





Certificd Watchmakers 





| Name Address Employed by 
Lawrence H. Bates Mobile, Ala. Ferd. Zundel 
Alton B. East Richmond, Ind. Addison Harris 
Arnold E. Layher Sebewaing, Mich. Self 
Kenneth P. Persing Port Huron, Mich. S. E. Masher 
Edward Puchaty Lancaster, Pa. Ezra E. Bowman’s Sons 
C. B. Young, Jr. Calvert, Ala. Self 
Junior Watchmakers 
Donaid M. Andrews ey i er ree 
Calif. 
James Robert Baxter Peoria, Il. Student at Bradley Inst. 
Samuel Bernard Woodside, N. Y. N.Y.C. Board of Educa: 
tion 

O. G. Burdine Peoria, IIl. Student at Bradley Inst. 
Byron Arthur Colvin Elgin, Ill. Student at Elgin College 
Miss Evelyn E. Gould Peoria, III. Student at Bradley Inst. 
Alexander G. Goeringer Clinton, Okla. Wren Jewelery Co. 
Carl D. James Peoria, Il. Student at Bradley Inst. 
John E. Klohr Peoria, III. Student at Bradley Inst. 
William C. Longenbaugh Peoria, Ill. Student at Bradley Inst. 
Kendrick A. McMullin Peoria, IIl. Student at Bradley Inst. 
Tsrael M. Schacher Den. IN. Us 8 <penceawesaewecnenre 
Rene Arthur Suplit Waltham, Mass. Waltham Watch Co. 
Roy P. Tuel Se. Sn Pee Parte rere 
Frank V. B. Varallo Elgin, Ill. Student at Elgin College 
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GOOD "“AD"-VICE FOR CHRISTMAS 
(From Page 41) 


you haven't forgotten anyone! Recheck your gift list 
_, . then come to Cohn’s, where you will find an in- 
terested, personal service for last-minute shoppers. Un- 
til the last minute of the day before Christmas Cohn’s 
will be ready to help you.” 

Ads 8, 11 and 13 are magnificent Christmas spirit ex- 
amples. Arthur A. Everts Co., Dallas, Tex., got the 
holiday atmosphere with drawings of two lighted Christ- 
mas candles, one 11 inches and the other five inches high, 
and the headline “Brilliant gifts from Everts.” Seven 
rings were grouped around the flame of the taller candle, 
and seven diamond watches around the flame of the 
smaller one. 

Here’s the sales-inducing text of the Garibaldi & 
Bruns, Charlotte, N. C., ad: “Gift problems solved 
happily and inexpensively. Make happy gift selections 
from Garibaldi & Bruns at almost any price you wish 
to pay. For we, who specialize in gifts the year-round, 
are super-specialists at Christmastime. And you'll be 
pleasantly surprised to find how inexpensively you can 
choose distinctive gifts. Visit our store with your gift 
list—we’ll be happy to show you and help you solve 
your ‘gift problems’.” 

Ross of Washington, D. C. (ad No. 13), made bril- 
liant use of stars, tying this idea in with the headline, 
“Gift stars seen at Ross.” A young woman with the 
“oomph” of Ann Sheridan gazed down from the top of 
the ad upon five stars that “will make handsome gifts 
for those particular persons.” The stars contained a 
man’s Hamilton watch, a woman’s Elgin, a platinum 
engagement ring, a cultured pearl necklace and a Rand 
shaver, each described in about ten words and priced. 

Don’t forget gifts for men in your holiday ad plans. 
Study No. 4 and No. 15 for suggestions. Lasalle & 
Koch’s, Toledo, cleverly headlined a small-space ad for 
a man’s waldemar chain: “For the present.” (See ad 
No. 4.) In the other men’s accessories ad (No. 15), A. 
Stowell Co., Boston, emphasized: “Men like sensible 
gifts,” and showed ten suggestions, ranging in price 
from a scotch decanter made of blown glass with pewter 
mount, at $3, to a wrist watch at $40. 

Gifts for the youngest generation figured in the 
Brodnax, Memphis, ad (No. 6). Practically everybody 
has a baby on his gift list, and the Brodnax headline, 
“Don’t forget the baby’s Christmas gift” had a wide 

audience. Shown were silver cups, porridge bowl, and 
baby spoons, fork and knife. 

“Does she already ‘have everything’?” asked Tilden- 
Thurber Corp., Providence, R. I., in ad No. 5. Art 
work showed a man scratching his head and looking 
at a big question mark. The ad went on to suggest 
“Give her a gift of rare charm—an unusual stone, beauti- 
fully set,” and suggested lapis, emerald, carnelian, jade 
and star sapphire. 

A. Stowell Co., Boston, aroused reader-interest with 
this “teaser” headline for their full-page ad (shown No. 
1): “A whispering campaign is now under way.” 

“A tingle in the air—a sparkle in the eye—veiled 
hints and whisperings—it’s the Christmas season—the 
season for expressions of gratitude and devotion to those 
near and dear to you,” the copy proceeded. “There is 
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ACTUAL SIZE 


A VERY SPECIAL GIFT} 


As expected, these $25 and $50 
(retail) ‘‘Orienta’’ Cultured 
Pearl Necklaces are proving very 
popular — ke Satin - lined, $95 and $50 
colored Leatherette Cases show [$50 with Diamond] 
off their beauty to utmost ad- 9 
vantage.... Christmas orders 

are beyond expectations .. Here eee 
is a very special] gift item for 3 

you to especially feature for nice 


... SATIN-LINED 
LEATHERETTE CASES 


46 a 


aA 


Selections available sie aa a J 
: ; 7 Lifetime Guarantees, 
wire or airmai 


sales. 
Christie & Co., Dune. 


Leys, 
65 NASSAU ST.. NEW YORK 


CHICAGO . . 35 East Washington SAN FRANCISCO .. 133 Geary 
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no gift more appropriate—none that brings such joy and 
lasting satisfaction as a fine watch.” 

Four men’s pocket watches, 12 men’s wrist watches 
and 16 women’s wrist watches were pictured, described 


and priced. 

The continuing vogue for gold makes ads No. 12 and 
14 timely. The former, by S. Jacobs Co., Minneapolis, 
Minn., is headed, “This Christmas be a gold hoarder,” 
and the latter, by Bigelow Kennard, Boston, “Gold for 
the gift that means so much.” 

Lack of space prohibited reproducing more advertise- 
ments on pages 40 and 41, but highlights of other 
jewelry store Christmas advertising last year are added 
here for what they may be worth to other jewelers in 
mapping their own promotional plans for this Christ- 
mastime. 

White Bros., of New Orleans, on Dec. 23, ran a yel 
low-tinted blow-up of a Western Union telegram across 
a full page of the Times-Picayune. It was slanted so 
you had to turn the paper sideways to read: 


NORTH POLE DEC 23 
W. T. WHITE, PRES. 

WHITE BROS, 624 CANAL ST NEW ORLEANS 
SUGGEST YOU RUN FULL PAGE ON LAST MINUTE 
GIFT SUGGESTIONS STOP LEFT AT YOUR STORE 
LARGEST SELECTION WATCHES FOR MEN AND 
WOMEN ALSO THE GREATEST VARIETY OF BEAUTI- 
FUL DIAMONDS—GOLD CROSSES—SILVERWARE— 
DRESSER SETS—FITTED CASES-—VANITIES—RADIOS 
—MOVIE CAMERAS STOP WITH YOUR EASY PAY- 
MENT PLAN FEEL SURE THAT WHITE BROS. CAN 
SOLVE MR AND MRS NEW ORLEANS’ GIFT PROB- 


LEM HAPPILY. 
SANTA CLAUS. 
Holland Jewelry Co., San Angelo, Tex., headlined a 
full-page ad with Santa peering out of one side: “Here’s 
that man again and we’re ready.” Smaller type added: 





“with a marvelous selection of diamonds, watches, 
jewelry, silverware, china, crystal and distinctive, un- 
usual objects of art. Make the House of Holland your 
headquarters . . . a friendly place to trade.” 

Arthur A. Everts Co., Dallas, captioned a watch ad, 
“Everts gifts of all time.” Another Everts ad had $1.00 
in big heavy type at the top, followed by “‘to five dollar 
gifts. Everts name on the box adds much to the gift 
but nothing to the cost.” Twenty-five items were listed 
and priced below. 

“Restyle her diamond for Christmas,” counseled Wiss 
of Newark, N. J. 

“Give a present from a store with a past,” was the 
catchy idea of a well-illustrated ad by Charles Schwartz 
& Son, Washington, D. C., which last year celebrated 
its golden jubilee Christmas. 

“Whether your budget be $1 or $1,000 use Brodnax 
‘Guide to Gracious Giving’,” suggested George T. Brod- 
nax, Inc., Memphis, listing gifts in each of the following 
price ranges: $1, $2, $3, $4, $5, $7.50, $10, $15, $20, 
$25, $35, $40, $50, $55, $60, $75, $100, $150 and $200. 

“Diamonds, the Christmas gifts that last a lifetime,” 
Michaels, of Hartford, Conn., said in an ad picturing 
men’s and women’s diamond set rings. 

A Webb C. Ball Co., Cleveland, ad featured rings un- 
der this heading: “For Christmas joy all the year.” 

“A ‘he man’ gift from Lux, Bond & Green,’ that 
Hartford, Conn., concern topped an ad that pictured 
four wrist watches and four stone and signet rings. The 
copy continued: “Not the usual in Christmas gifts for 
men... but the last word in what a man of discrimina- 


tion will enjoy wearing.” 
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FINE GOLD 
JEWELRY IN TEN 
AND FOURTEEN 
KARAT—THIS IS 
PART OF OUR FASHION- 
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GEM OF MYSTERY 


O those who are anxious about present conditions in Europe 

and how these conditions will affect the supplies and prices 
of semi-precious stones, we suggest the Zircon. We can con- 
fidently say that our stock of zircons is one of the largest and 
most complete in this country, and new supplies are constantly 
forthcoming. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY 























Call on us 
for the unusual 


Fine diamond mounted jewelry . 

newest designs ... obtained by 
fortunate purchases...Now avail- 
able to responsible accounts on 
consignment ... To supply your 
requirements on special calls. 

* a * 

Bracelets...Clips...Rings...Brooches 
..Watches...Charms...Necklaces 
Precious Stones, Loose--. Mounted 
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WIRE... 


W1295 


ce 
ear i 


8 


J2161B VEVE 


A) JrayMonp NTT CTV YT 


551 FIFTH AVENUE 
PHONES: VAN DERBILT 6-0457-8 ie ae Aen es Groene @ 





























THE JEWELERS’ CIRCULAR-KEYSTONE 69 
for November, 1939 











Ser are 


*é) NLY the best should be featured for Thanks- 
giving, said J. Herbert Hall, of J. Herbert Hall 
Co., Pasadena, Calif. 

“It is the time of times when the housewife takes 
pride in her table, and jewelers’ displays should call 
attention to beauty and service, rather than price. We 
had excellent results with our display of a single pat- 
tern—the Chippendale, the name in itself a symbol of 
quality. Simplicity ruled, as we wished attention focused 
on the silver rather than accessories. Accordingly we 
used a white silk drape, over which were scattered a 
few drifted autumn leaves. 

“The platters were set in racks and the other pieces 
of hollow ware disposed about the window, while an 
art card suggested: ‘Greetings expressed in imperish- 
able silver—Turkey platter, vegetable dish, gravy boat, 
relish dish—carving sets. These knives take and keep 
that real carving edge. Just what is wanted to com- 
plete the festive table. One piece or more will make 
someone thankful.’ ” 

Candles are intimately associated with Thanksgiving, 
as in the early days of this festival candles always 
graced the board. Remembering this, J. J. Sweeney 
Jewelry Co., of Houston, Tex., featured candles and 
prisms especially for this season. An ad showing a 
candle-lit table said: “For your Thanksgiving festivities 
—Candle light and sparkling prisms. Do you like to 
dine by candle light? If so, you will be delighted with 
these new candelabra.” They were quoted at $4 to $40 
a pair. They were also featured in their tablewares 
section, a table being set for the great feast, with a pair 
or silver candelabra and waxen tapers at either end. 

The most important item of tableware equipment for 
the national feast is the carving set, and Hess & Cul- 
bertson, St. Louis, Mo., devoted an entire ad to featur- 
ing a set of sterling silver handled, stainless steel blades, 
at $5. This set was used as a leader, and while excel- 
lent value for the money, when it was seen in connec- 
tion with other sets, it resulted in many cases in the 
selection of a higher quality carver. This one set, priced 
and illustrated, set in the midst of plenty of white 
space, stood out prominently. The advertising manager 
said that he has achieved best results by mentioning a 
single item in an ad, running several separate ads, and 


changing them daily. 
For the dealer who wishes to feature both sterling 
and plate is commended the ad of Donovan & Seamans 


FROST-PAINTED LEAVES DECORATE HALL’S THANKSGIVING SILVER DISPLAY 





How 7 Jewelers 
Made Extra Sales 
At Thanksgiving 


by W. B. STODDARD 


Co., Los Angeles. They confined their attention to one 
pattern of each, priced and illustrated. They linked 
up with the national feast by saying: “This Thanksgiy- 
ing every table in Southern California can be adorned 
with pieces of beautiful sterling silver, at such remark- 
able values you will have to see them to appreciate 
them.” A table near the front of the store was set with 
the pattern of sterling featured in the ad. 

A snappy ad, that called instant attention to their 
silver, was run by the Carl Mayer Co., Austin, Tex. 
It showed a cut of the Thanksgiving table, with the 
caption: “Glorify the turkey and trimmings with bright 
new silver on Thanksgiving. The turkey is king for a 
day—and what a day—if the big gobbler’s reign brings 
gleaming new silverware.’ A table set with fine china, 
glass and silver was placed near the entrance, and on 
it was a replica of the newspaper ad, in a silver frame. 

The Thanksgiving season is a popular time for wed- 
dings, so Maier & Berkele, Inc., Savannah, Ga., pay 
particular attention to the bride at this time. One of 
their ads, headed “The Perfect Wedding,” stressed their 
services to the bride and family. Said they: 

For Friends—We have a bride’s register, thus avoid- 
ing duplicates. All gifts are beautifully wrapped 
free of charge. 

For the Family—We give advice on the proper gifts 
for the family to present. 

For the Bride—We offer helpful service in selecting 
patterns. Silver, china and glass may be obtained 
in matched patterns. Individual monograms are de- 
vised without extra charge. 

Said Walter W. Metzger, manager, “We go after the 

(Please turn to page 83) 
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“Bridal Box’ 
Sells Sterling 


by P. R. RUSSELL 








After the bride or young matron has been 
brought into the store by use of the ‘Bridal 
Box'' the rest is a matter of salesmanship. 


EIGER & AMENT, 447 4th St., Louisville, Ky., 

have worked out a profitable variation on the much 
used plan of mailing out samples of silverware or jewelry 
for inspection. The variation is the “Bridal Box” 
mailed out to brides and newly-wed housewives. The 
“Box” is not ordered by the prospective customer, but it 
is these jewelers’ way of placing an inviting selection of 
the best of sterling silver in the hands of the young bride 
or matron. 

The “Bridal Box,” cloth covered and attractively 
made, although designed to withstand constant handling, 
contains 12 pieces of silver each of a different pattern. 

What happens when a “Bridal Box’ is mailed out 
to a fair lady? G. F. Geiger, president of the, firm, 
states that it is sometimes mailed or sent back without 
comment, but frequently enough to make the plan 
altogether profitable year after year the one who re- 
ceives it brings it into the store and buys silverware 
according to a selection of pattern made from the dis- 
play in the box. The length of time in which some 
disposition is made of the box may vary from a few 
days to several weeks. Mr. Geiger attributes the longer 
“hold outs’ to the fact that marriage to some brides is 
such an exciting experience that it is some time before 
they come down to such comparatively mundane things 
as silverware. 

The activity of Geiger & Ament’s “Bridal Box’”’ 
plan is such that 12 boxes are required to keep them 
available to the prospects that develop. Mr. Geiger 
selects the names to which the boxes are sent, usually 
from the society columns of the newspapers, and he 
admits that he invariably makes an investigation of the 
credit of the bride or the bride’s family and of the 
groom. He considers it, naturally, a waste of time to go 
the expense of sending samples to persons who would 
not be able to buy either for cash or on time. 

This preliminary investigation serves another pur- 
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pose. If the prospect comes in and wants to buy a nice 
order of silverware on deferred payments, the arrange- 
ment becomes a mere formality with the jeweler ready 
to accept the account without question. 

The “Bridal Box” is not advertised in any way. 
However, a personal letter precedes the box to the one 
addressed. 

One notable fact about Geiger & Ament is that they 
are able to sell about 90 per cent of their annual volume 
for cash. Nolte C. Ament, vice-president and treasurer, 
attributes this high percentage of cash sales to the firm’s 
policy, especially in the past five years, of stressing the 
intrinsic value of all merchandise offered. 

Both Mr. Ament and Mr. Geiger believe that cus- 
tomers are willing to pay cash because they are confi- 
dent of getting full value. They are of the opinion that 
the selling of jewelry should be placed on a higher 
plane, with the result that the public could have the 
utmost confidence in the quality of what they come in 
to buy. 


"THE STORY OF STERLING" 


Profitable opportunities to stimulate interest in ster- 
ling silverware are obvious in ‘The Story of Sterling,” 
published by the Sterling Silversmiths Guild of America, 
and available to retail jewelers at 10 cents a copy from 
Alexander Vincent, Guild secretary, 20 W. 47th St., 
New York. 

Jewelers can build prestige and promote sales by giv- 
ing a copy to sales persons, engaged girls, important 
customers, women’s club officers, public school superin- 
tendents, heads of home economics, household manage- 
ment, domestic science and merchandising departments 
in the schools, girls’ preparatory schools, women’s col- 
leges, and public libraries. 

One or more of these books may be displayed in the 
store with a suitable price card, 25 cents retail. 
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Tae PROSPERITY OF WALLACE 
SILVERS MITHS DEPENDS UPON THE ABILITY OF 
ITS DEALERS TO SELL WALLACE PRODUCTS AT 
A FAIR PROFIT. FOR THIS REASON WALLACE 
PRINTS HONEST RETAIL PRICES AND IS READY 
AT ALL TIMES TO HELP ITS DEALERS, BY ALL 


PROPER MEANS, TO MAINTAIN THESE PRICES. 
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You're right, “J.B.” . . . it’s none too early to anticipate the store’s needs in the Junior Hostess Sets for the Holiday trade. 
These new sets which are making such a “hit” this Fall are sure to prove a “knockout” during the Christmas season. Attractively 


boxed, they make a stunning gift package, and will add outstanding interest to your Holiday displays. Backed up with ads 


running in the December Gift Numbers of Vogue, Mademoiselle and House & Garden, these sets are going to have excellent 
publicity. Don’t be disappointed on deliveries at the last moment. ORDER TODAY! 


LUNT SILVERSMITHS ° GREENFIELD, MASS. 
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First Prize: A lace wedding 
veil, sheet music of the 
wedding march, orange blos- 
soms and two love birds in 
the wreath of flowers, pro- 
vide an appropriate setting 
for a showing of wedding 
gift suggestions. Window 
created by Audrey Doyle. 


Ideas For Silver Displays 


(,°°° window display ideas are one commodity of 
which the retail merchant can never have too 
many. Jewelers who attended the recent convention of 
the ANRJA were able to make a decidedly worthwhile 
addition to their stock of that valuable commodity 
through the window display demonstration carried on 
by the International Silver Co., throughout the week. 
Again, this year, a “jewelry store” front was con- 
structed in their exhibit space, with six show windows 
of varying shapes and sizes, among which practically 
every retailer could find one or more similar in dimen- 
sions to his own. Various window display specialists 
arranged a different display in each of these windows, 
each day—more than thirty in all, and every one attrac- 
tive, attention-inviting, and worthy of installation in 
any jewelry store. Prizes were awarded by the Inter- 
national Silver Co. for the three best, the judges being 
Kenneth Sears, Shreve, Crump & Low, Boston; Oliver 


Wasson, Mermod-Jaccard-King Co., St. Louis, and 
Marion Pancoast, S. Kind & Sons, Philadelphia. 

Pictured here are the three winners: These, along 
with all of the others, have been reproduced in an 
attractive booklet which the International Silver Co. 
will supply, without charge, to any interested jeweler. 
Every jewelry window display man will find the book 
a rich mine of helpful suggestions. 


Second Prize: The strongest attention-getter in the world, say 
expert advertising men, is a picture of a baby. Miss Louisa 
Goodhue capitalizes upon this trait of human nature by using 
an attractive baby photograph as a background for the 
display of silver gifts for children shown at the left below. 


Third Prize: Every woman wants a beautiful home and prac- 
tical suggestions for beautifying it are sure to arouse her 
interest. Building upon this theme, Mrs. Anne Page Powers 
built the display of hollowware (below). Strips of pale 
green and silver wall paper formed the background. 
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U. S. Department of Commerce Finds: 


Jewelry Sales 40.6 Per Cent on Credit 


K IGURES compiled by the Marketing Research Divi- 
sion of the Department of Commerce indicate that 
sales by jewelry stores on open charge accounts slumped 
more severely in the general decline of business from 
1937 than did either spot cash sales or sales on install 
ment payment plans. 

Providing a cross section of the experience of many 
stores which should be helpful to retailers in determin 
ing their credit policies, the Bureau’s annual retail credit 
survey analyzes sales, collections, installment selling and 
bad debt losses by jewelry retailers in 1937 and 1938. 
To make the comparison fair and accurate the figures 
of identically the same stores have been used for both 
years, 

Open credit sales of these stores in 1938 decreased 
17.2 per cent from 1937 and the proportion of sales on 
that type of credit was reduced from 34.6 per cent of 
total sales in 1937 to 33.7 per cent last year, 

Installment sales showed a 15.6 per cent decline in 
volume last year, bringing the proportion of this type 
of transaction down very slightly from 40.9 per cent of 
all jewelry store sales in 1937 to 40.6 per cent in 1938. 

Sales for cash declined only 11.1 per cent from last 
year with the result that in percentage of total jewelry 
sales this classification increased from 24.5 per cent in 
1937 to 

Thus, since cash and open credit selling are usually 


25.7 per cent last year. 


combined in the same store, it may be said that the rela- 
tive position of “cash” and “credit” jewelry stores re 
mains practically unchanged from 1937, 

An especially interesting feature of the report is a 
section in which installment terms granted by jewelry 
retailers are analyzed and studied. A down payment of 
10 per cent with the remainder spread over a period of 
10 or 12 months is the practice most widely followed. 
Approximately two-thirds of the stores that sell on time 
reported this as the basis on which most of their sales 
were made, 

However, down payments of 20 or 25 per cent were 
required by a substantial number, and many stores stated 
that their standard credit terms are that purchases be 
fully paid for in not more than six months. 

A high percentage of all credit stores offered alterna- 
tive arrangements in which the terms were stated as flat 
payments of 50 cents, a dollar or $2 a week, or $2 or 
$5 per month, the amount of payment being scaled to the 
size of the purchase so as to provide for the account 
being paid in full within the standard time limit of the 
store. Such arrangements were stated to be desirable for 
both store and customer since it simplifies payment and 
recording through the avoidance of odd amounts. 

No indication was found that there was any wide- 
spread movement towards either liberalizing or restrict- 
1937-38 


a change 


ing terms of installment selling during the 
period. Of the very few stores which did make 


~] 


oS 


of any kind in their installment terms during either year, 
most of them moved in the direction of greater liberal- 
ization. 

Stores selling on partial payments were asked to state 
the factors which they regard as being most important 
in determining credit terms, arranging the points in 
order of relative importance. 

Replies showed that most stores consider the most 
important point to be the setting of terms which the 
store believes are conveniently adjusted to the customer's 
ability to pay. 

‘I'wo other considerations tied for second place in the 
frequency with which they were mentioned, each of them 
being placed at the head of the list by a substantial num- 
ber of stores. These were respectively “terms requested 
by the customer,” which is closely allied to the point 
mentioned just above, and “terms which will secure the 
largest down payment and fastest possible liquidation.” 

The setting of terms to meet the competition of other 
stores was rated as much less important than any of 
the preceding three. Possibly this may be explained by 
the fact that installment terms in the jewelry business 
are so pretty well standardized that there is little varia- 
tion anyway. 

Only a scattering few mentioned as important the set- 
ting of terms which will assure a repossession value suf- 
ficient at all times to cover the unpaid balance. 

Possibly this apparent disregard of security for the 
unpaid balance may partially account for the extremely 
high percentage of bad accounts sustained by stores sell- 
ing jewelry on partial payment plans. In 1938 these 
losses amounted to 4.17 per cent of total sales volume 
a serious increase from the already high figure of 3.51 
per cent sustained in 1937, and far above the average 
of only 1.15 per cent for installment sales in all retail 





trades combined. 

Analysis of credit losses in various retail lines shows 
that whenever terms are relatively long in comparison to 
the value of the merchandise, or the merchandise is of 
such character that repossession presents special prob- 
lems, installment losses are high. In trades where repos- 
session values are sufficient to protect the seller (as in 
automobiles) bad debt losses are low. Therefore, if arti- 
cles sold on time do not afford full security for the credit, 
a careful check should be made of the credit standing of 
each applicant. 

Greater care in granting credit is perhaps the surest 
way to keep down losses as indicated by the experience 
of jewelry stores selling on standard 30-day charge 
accounts, whose losses in 1938 were only 0.43 per cent— 
a slight improvement from 1937 in contrast with the un- 
favorable trend in collections for installment sellers. 

The 1938 report on the credit operations of jewelry 
stores constitutes only one chapter in the complete 1938 
Retail Credit Survey of the Department of Commerce. 
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POINTED ANTIQUE 


COTILLION 


TRADITION 


FIVE LOVEGY PAT Bieme IN STERLING SILVER 


REE Ga me eet TY 


TAUNTON. MASS. - NEW YORK. 4 MAIDEN 


REPRESENTATIVE OF THE REED & BARTON ADVERTISEMENTS 
WHICH ARE APPEARING THIS FALL IN LEADING NATIONAL 
MAGAZINES, IS THIS DISPLAY OF POPULAR PATTERNS. 
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They’re New '! 








@ Interchangeability fea- 
tures this new necklace 
clasp patented by Byard 
F. Brogan. Safe, it always 
remains upright while being 
worn. Prices start at $1 
keystone. 





© A. G. Schultz Co., Baltimore, presents a cheese 
and cracker set with covered relish center at $12, 
and a sterling compote 45% inches high, at $6. 





® From Red Wing 
Potteries come these 
terracraft hand- 
tooled finished 
pieces — tall vase, 
$3.50; bowl, $3, and 
small vase, $1.25. 





© For Samuel Kirk & Son, Belle 
Kogan has designed this smart 
sterling silver sandwich dish with 
1156 inch diameter, to sell at $35. 


<2 


G4 





xD 
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® Contrast between the 
handsome fluting along 
the edge and the mirror- 
like curves of the central 
panel distinguishes Gor- 
ham's first new pattern 
in a year, the “English 
®@ The new Fotoclock, made by Henry Soch- Gadroon." 

ard, Inc., New York, has room in its little 

doors for a pair of photographs. Bound in 

genuine top cow-hide, it retails at $5 and up. 

Folded size, 234 x35 inches. 





@ Eterna's 8-day alarm rings auto- ®@ Something new in 
matically every day with one wind- candlesticks is the 
ing a week. Available in morocco, Ereklite made in 
pigskin, Russian calf, all colors, to sterling by Mueck- 
retail at $45. Eterna Watch Co. of Cary Co., Jersey 

America. City. A patented 


device makes the 

cup automatically 
adjustable to hold 
| : any sized candle. 


® The all-American 
Vokar camera soon 
to be announced by 
Electronic Products 
Mfg. Corp., Ann 
Arbor, Mich., has an 
automatic - setting 
diaphragm. Uses 
No. 120 roll, 12 ex- 
posure film. To re- 
tail at $15 and up. 





© H. B. Kaempf Co., New York, 
has just introduced a new jigger- 
type measure called the Host and 
Hostess, in |'/2 and l-ounce size. 
A timely Christmas gift, this item 
comes in silver plate and sterling. 
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For America’s 


Smart Hostesses 
* 


* * 





EREKLITE 


PATENTED 


CANDLESTICKS 
* Holds candles of 


many thicknesses 


* Centers and Grips 
the candle securely—safely 





% Prevents the candle from tilting—top- 
pling over—falling out—eliminates wax 


dripping. 
A WIDE SELECTION OF DESIGNS 
TO EVERY TASTE 


Made in STERLING SILVER 


Send for Illustrated Catalog & Price List 


The Mueck-Cary Co. 


INCORPORATED 


150 BAY ST., JERSEY CITY, N. J. 
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UNIFY YOUR CHRISTMAS PROMOTION 
(From page 45) 


trio—red, green and blue. They should be carefully 
kept in correct proportions—obvious but not obtrusive— 
a pleasing accent. 

In the windows the motif can be carried out “flat” as 
suggested in the panel for interior use if the window 
is shallow from front to back. Otherwise it would be 
smarter to use simulated candles of wood or cardboard 
wired to use flame shaped electric bulbs, or the flames 
may be painted tin or cardboard. The circles may be 
painted wire curved and fastened to the candles. 

Very smart and not too expensive would be a ply- 
wood panel with half-rounds of painted wood or colored 


~~ 
Flags of cardboard or fabric re- 


peating the theme are placed 
along the sides of the store 





| WALL Case 


cardboard fastened to it, and the rest of the panel in 
natural color. Set in a white window, such a panel 
would be dramatic. 

Both in the window and in the store, displays should 
be arranged for easy selection, and to permit the gift 
seeker to browse around. Eleven months a year the 
average customer wants prompt attention; in December 
the A.C. is wandering and wondering and likes to look 
about without being hurried into making a purchase. 
The diplomatic salesperson will forget the “Can I help 
you” approach and substitute a more casual attitude. 

“It’s hard to know just what to choose, sometimes, 
isn’t it?”—and the customer, sensing sympathetic un- 
derstanding, is put in the mood to appreciate sugges- 
tions, when the salesperson says, “Suppose we take one 
at a time of those on your list and see what might be 
suitable—it will make it so much easier.” 

And that should be the thought back of merchandise 
displays. Have less expensive merchandise out where 
it can be handled, examined. Use informative tickets 
where possible. Sampling is helpful—pins and such- 
like can be grouped on convenient cards (one of a kind) 
while bulkier items are grouped logically. There should 
be price groupings where possible, and groups of sug- 
gested gifts for men, women, boys and girls. A printed 
or multigraphed sheet with gift lists for men, women, 
boys and girls and quoting prices may be handed to 
each customer entering the store. This would also be 
good as a package enclosure or as a mailing piece to 
enclose with a brief letter like the following to regular 
customers. 








It’s Christmas Time Again— 

And here’s a brief list of gift suggestions from our 
big new stocks. 

There’s no need to tell you in great detail about them, 
because you already know that they represent the ut- 
most in quality and value, and that the name (store 
name) adds still more to the giveability of a good gift. 

Pleace check this list with your list—and stop in soon 

(Please turn to page 82) 
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CONCORD says 


more Sterling Silver Flatware 


should be sold 


Assuming that every woman admires the beauty and richness of sterling silver . . 





. then why is there 


noi more... much more... silver sold today? Supposing that only one woman in ten can afford any- 


thing at all in the nature of a luxury... 


larger than they are today. What is the answer? 


CONCORD has 


answers: 


two possible 


First, not enough intelligent, con- 
sistent, all-year-round effort by 
dealers— 


Second, the high list price buga- 
boo which makes most women 
think that sterling costs more than 
it should. 


Of course there are many cut- 
price sales—genteelly styled “pro- 
motions,” in which the list price 
is reduced sometimes as much as 
50%. 

CONCORD admits that large 
quantities of sterling are sold in 
these “promotions,” unsound and 
uneconomic as the method is and 
so admitted to be by the jewelers’ 
own national association. (See the 
Resolutions passed at the Septem- 
ber annual convention of the 
ANRJA in New York.) 


But no industry ever developed 
its full possibilities by any such 
artificial, spasmodic effort. Im- 
agine, for instance, the automobile 
industry reaching its present size 
on the basis of two sales a year. 


STERLING silver is a year-round 
commodity — mot a seasonable 
item— 


Weddings happen, anniversaries 
occur, homes are built and fur- 
nished every month in the year. 
Official figures disprove the fal- 
lacy that most brides are June 
brides. Even the least popular 
months in the year contain nearly 
half as many weddings as the most 
popular. 


Women and men want to buy sil- 
ver when they want it. They do 
not want to wait for November or 
January ‘“‘promotions.” And they 
certainly do not want to pay 
MORE because they do not care 
to wait. 


The customer should be the basis 
of all reasoning on distribution— 
not the dealer... 


Why not then make it possible 
for all customers to buy sterling 
silver when they want it, at a fair 
price, at the Jowest price at which 
it can be sold giving the dealer 
and the manufacturer the profit to 
which they are entitled. 


even then the total sales of sterling silver should be much 


CONCORD believes this is the 
way to sell MORE—much more— 
sterling silver. And CONCORD 
has done something about it. 


This is what CONCORD has 
done. It has discarded the artifi- 
cial high list price. It is offering 
CONCORD Sterling Silver Flat- 
ware, always second to none in 
quality and now better than ever, 
at a NEW LOW NET PRICE, 
much lower than the list prices 
heretofore quoted on standard 
brands of comparable quality. 


It is offering this fine silverware 
at this NEW LOW NET PRICE 
all the year round, to progressive 
dealers who are willing to do their 
part... 


Their part to consist of the pur- 
chase of a reasonably adequate 
stock, from which customers may 
pick and choose and carry away 
immediately without waiting for 
special orders to be filled .. . 


Backed up by intelligent selling 
effort and consistent steady adver- 
tising at regular prices. 


This, CONCORD believes is what the customer wants. And this, CONCORD believes is what the mod- 
ern progressive dealer wants. Concretely put, CONCORD believes that more teaspoons of sterling 
silver can be sold at $15 a dozen every day in the year, than are sold now at $21 a dozen with a dis- 
count of 40% tor one or two short periods each year. 


A postcard from any reputable dealer will bring full details of the 
CONCORD NEW PLAN for selling More sterling silver at more profit 


to the dealer and with more satisfaction to the customer. 


CONCORD man will cail at your request. 


347 5TH AVE., 
NEW YORK 


CONCORD SILVERSMITHS LTD. 


Or the 


CONCORD, 
NEW HAMPSHIRE 


Carrying on the quality traditions of a business established in Concord 
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ESIGNED and fashioned in 
the highest standards of sterling craftsmanship, this unusual creation— 
a Colonial Syrup Jug—is one of the many patterns in Ellmore’s com- 
prehensive line of smart sterling hollowware that is attracting sales 
and enhancing profits for alert jewelers the country over. Make it a 
point to investigate Sterling by Ellmore TODAY and be convinced 
of its truly high qual ty and surprisingly low price. An Ellmore catalog 
and price list will be sent on request. 


THE ELLMORE SILVER COMPANY 


MERIDEN CONNECTICUT 
New York: 347 Fifth Ave. - San Francisco: 830 Market St. 











We have the 
most varied se- 
lection of pre- 
cious and semi- 
precious stones 
for you to choose 
from. Cultured 
pearls, Star-Sap- 
phires and Zir- 
cons are much in 
vogue now. See 
our stock before 
placing your or- 
ders. Prompt de- 
liveries. Special 
attention to or- 
ders and values 
that are worth 
looking into. 


NATHAN 





Wire, write or 


call 
Ww 
§. NATHAN & CO. 


INCORPORATED 


71 Nassau St. 
New York, N. Y. 









ALL 
STONES 


WNMA—-TVIS]SHW Aro3awn 
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UNIFY YOUR CHRISTMAS PROMOTION 
(From page 80) 
to make your selections while assortments are most 
complete. 
Cordially yours, 
(Name) 
(Store Name) 


Even if you have a more elaborate mailing piece, or 
a circular for general distribution, such a semi-personal 
message to customers will receive attention. 

Newspaper advertising should be scheduled, and so 
far as possible, laid out in advance. When you know just 
what you are doing, and have the ad-schedule before 
you there is little chance of missing something impor- 
tant. If something special arises an extra ad can be 
run in. Suppose you can afford a page and a half of 





STORE NAME 


GIFT LIST 





FoR BONS 


FOR MEN 
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A list of suggested gifts moiled 
to customers and handed to those 
entering the store is helpful 














FOR CIALS 
























































space for the four weeks before Christmas; you can 
have 12 two-column 10-inch ads—or three for each 
week during the period. 
more space, you can increase the number of ads, or 
make some of them larger. All of them, however, should 
have the same style of layout, and all of them should 
prominently use the motif illustration. Often it is pos- 
sible to use several of them together to make a folder, 
without extra cost for composition. Or proofs of several 
ads can be mounted together and reproduced by the 


If your budget allows stili 


off-set process. 

An analysis of a Pittsburgh store’s poll last year re- 
veals some interesting gift preferences. If the gift is 
to cost #50 or more, women want it to be jewelry. In 
the same price range men liked radios and cameras. 
In the $25 to $50 group women preferred watches, with 
jewelry as a second choice. Wrist watches were popu- 
lar second among men. In the $10 to $25 class women 
chose electrical goods. Electric shavers were a popular 
second to watches with men over 30. At $5 to $10 
women liked hand bags. In the $1 to $2.50 group cigar- 
ette holders, lighters and bracelet charms came into 
the picture. Of course there were preferences other 
than these; the purpose of this listing is chiefly to get 
you thinking about this point, so that your ads and 
displays will feature the most wanted items in the 
various price ranges. Your own stock and local situa- 
tion must guide you in the choice of what merchandise 
to feature, and when and how. 

By careful planning you can correlate your windows, 
advertising and other promotions between now and 
Christmas. Try it. You and your staff will be enthused 
~and the public will come to your store. 
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EXTRA SALES AT THANKSGIVING 
(From page 70) 


pride’s business intensively in the fall. We keep a rec- 
ord of all engagements and send a note to the bride, 
inviting her to come down to select her pattern in china, 
glass and silver. If the bride is in doubt about the ap- 
pearance of a pattern she fancies, we will set a table 
for her, so that she may see how it looks in connection 
with the other tablewares.”’ 

Knowing that people are especially interested in sil- 
ver in November and December, Linz Bros., Houston, 
Tex., staged a special display during six days in the 
Junior League Building of antique sterling silver and 
old Sheffield. Some specimens of these were shown in 
the windows of their store, with a card inviting inspec- 
tion of the special display. They sent out invitations 
to the charge customers, on the inside of the folder be- 
ing printed: Regal—rare—mellowed—Authentic master- 
pieces created years ago to crown your table today— 
and for many festive occasions to come. 

Two of the most artistic antiques were reproduced in 
the folder. 


TELEPHONE BUILDS CHRISTMAS VOLUME 
(From page 43) 


personal care of the customer to make certain that he 
gets the best possible service. Experience showed that 
if a person commits himself on coming in at certain 
time he’ll usually do so. In the event that he fails to 
appear a follow-up call is made, a tactful excuse being 
made for the second call—for instance, that the sales- 
man had to be out at that time and he was afraid he 
missed the customer. 

This personal contact work is backed up by an at- 
tractive gift window display, interior decorations and 
the offer of fancy gift-wrapping service. The customer 
is given his choice of several colors of paper or cello- 
phane to be used in gift wrapping. Gift boxes are 
furnished and the packages are beautifully tied. 

An air of conservative simplicity prevails in the gift 
wrapping display, in the window and in decorations. 
Dealing, as it does, with a rather high-class trade, the 
Denver store has found it well to avoid anything that 
even shades toward the garish. 


4 SONS, 4 DADS IN SAME STORE 


Unlike ‘Four Feathers,’ “Four Fathers and Four 
Sons” is not the title of a new movie. It is the distinc- 
tion enjoyed by Garon Bros., manufacturers of platinum 
and diamond set mountings and retail jewelers, of 217 
W. Ist St., Duluth, Minn., who have in their employ four 
sons following in the footsteps of four fathers, in the 
tradition of medieval guilds. The father-son sets fol- 
low: Abraham Garon, owner, and his son, Milton; in the 
diamond department, Morton E. Blustin, store manager, 
and his son, Robert; in the watch and clock repair de- 
partment, Meyer Goodfriend and his son, Nathan, and 
in the manufacturing and jewelry repair department, 
William Nystrom and his son, Silas. 

The Garon store is now being completely modernized. 
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A NEW Model 


“Thin’’ ALARM CLOCK 


For Traveling and Home Use 


One key winder for both Time and 
Alarm 


5 BIG SELLING 
POINTS 


Size 29/64 of an inch. Thinnest? 
American made alarm move- 
ment. 


Non-Magnetic hairspring  in- 
suring correct time keeping. 


Automatic shut-off allowing 
alarm to ring 13 seconds. 


Mainspring encased in barrel 

where oil is retained for o 

longer period, assuring longer 
life for the spring. 





A small finely constructed alarm movement that makes 
for a really compact traveling clock. Illustration Ac- 
tual Size. 





No. 250i—Chrome finish 
Clock—fitted with a 30 
hour American Movement. 
Radium dial and hands. 


Retails at $5.00. 


Same as above with our 
new "'Thin'' model alarm 
movement. 


Retails at $5.95. 


No. 2503—Same as above 
with 8 day, 7 jewel Swiss 
movement. 

Retails at $10.00. 
Illustration approximately 
Y/, Actual Size. 





No. 75i|—Smart leather 
traveling clock; fitted 
with our New  I|-day 
Thin’ Model alarm 
movement. Attractive 
chrome or gilt bezel 
and radium dial with 
fine cut bevel crystal. 
Genuine top grain cow- 
hide case. 
Retail at $8.95. 


Same clock can be had 
in 30-hour Time or 8- 
Day Swiss movement to 
Retail for $5.00 to $10.00. 
Same clock with zipper 
case to Retail $5.00. 

















Write for circulars showing other attractive models 


If your jobber cannot supply you write direct to 


HENRY SOCHARD, «. 


110 West 40th St. New York City 


Manufacturers of Boudoir and Traveling Clocks since 1912 
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WHEN YOU BUY OLD GOLD 
proceed in a manner certain 


to instill full confidence. 


YOU CAN ..... 
impress people favorably when 


you weigh their old gold on 
an accurate, sensitive and 


attractive 
DEE GOLD BALANCE 


and what you 
have to sell 

will bring the 
right price 


when 





Ask us to send shipped 


a descriptive direct to 
folder 


T H oO M A Ss J. 


PRECIOUS METALS 


Teri nN FERS © @MANUEAC TIRE FS 





E WASHINGTON ST. CHICAGO 
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A MONEY 


} Turn Your Old | = MODERNIZATION FORUM — 











@ lo aid its readers in rede- 
signing, modernizing and im- 
proving their stores, Tue 
JEWELERS’ CrecuLar-Keystone 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelry store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 239 W. 39th St., New 
York. You will receive a direct 
reply. 





MURRAY M. PEARLSTEIN 


LUORESCENT LIGHTING—I am considering 

installing the fluorescent lighting for my store and 
would appreciate any information you can give me on 
methods of installation and whether the fluorescent 
lights should be exposed or concealed. 


Answer—Fluorescent lighting for your store will 
prove very successful if it is intelligently planned and 
properly installed. 

Since the introduction of fluorescent lighting has been 
very recent, many of the installations have not been as 
satisfactory as anticipated because of amateur planning 
and inexperienced installation. Because it is something 
new, many have used this lighting as one would a new 
toy which naturally resulted in not receiving the proper 
results for the money expended. 

Fluorescent lights for general illumination in jewelry 
stores should not be exposed, as in exposing these tubes 
the glare from them has a detrimental effect and does 
not concentrate the light where it is most needed—and 
that is on the merchandise. This has been the fault with 
many of the present type of hanging globe fixtures, and 
in an effort to improve the general lighting of their 
stores many jewelers overlooked the important factor 
of light concentration where needed. 

Fluorescent lighting for jewelry stores should be set 
into metal containers or fixtures equipped with either 
glass lenses or metal louvres, thus eliminating the glare 
and at the same time concentrating the light downward 
on the merchandise and not spread over the ceiling and 
walls. 


EW FRONT—I am contemplating moving into 

a new store area which is 18 feet wide and 80 feet 
long. Would appreciate your advising me as to approxi- 
mate cost of a new front. 


Answer—Show windows should be 40 inches from 
the sidewalk and display glass from four to five feet 
high. Materials for facia can be any of the following: 
structural glass, marble, stone, precast stone, granite 
and porcelain, the selection of one or another depending 
upon budget allotments. Awnings should be recessed 
wherever possible and signs made an integral part of 
the front. As to cost and design, we would suggest you 
employ the services of a competent store designer, who 
will be able to advise both as to materials and costs. 
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Featured at the exhibit of fine gems sponsored by the Boston Registered 
Jewelers was this flag which reproduced in emeralds and diamonds one 
of the pre-Revolutionary Colonial ensigns. The field of the flag is com- 
posed of jewelc .' artists’ wax upon which are mounted 216 diamonds of 
a total weight of 34.44 carats, and approximately 20 carats of emeralds. 
The largest single diamond which is over three carats in size, is the round 
brilliant surmounting the flagstaff which is composed of baguettes and 
emerald-cuts of high-grade. The rattiesnake's head is made of a marquise 
and a halfmoon, small needle-like baguettes making the tongue. The 
rattles in the snake's tail are the proverbial 13 in number and are small 
round brilliants of graduated size. The idea was conceived by Athos D. 
Leveridge of the firm of A. D. Leveridge, at the suggestion of the jewelers 
sponsoring the show. The emeralds were supplied by the American Gem 
& Pearl Co., and the execution of the design was by Jacob Mehrlust. 





BOSTON JEWELERS EXHIBIT AT MUSEUM 

NSPIRED by the enthusiastic response which the 

public accorded to their first cooperative display of 
fine gems at the Boston Museum, last fall, the same 
group of leading Boston retail jewelers conducted an- 
other similar exhibit in the Boston Museum of Natural 
History Oct. 24-27. 

Again in charge of the showing was Dr. Edward 
Wigglesworth, director of the museum, under whose 
coordination the various cooperating jewelers loaned 
from their own stock and from their sources of supply 
a remarkable collection of unusual and outstanding gems. 
Admission was by invitation alone, cards being issued 
to the customers and friends of all of the cooperating 
jewelers who were Hodgson, Kennard & Co., Thomas 
Long Co., Shreve, Crump & Low Co., Smith-Patterson 
Co., and A. Stowell Co. Popular educational talks on 
jewelry were a feature of the exhibition. R. H. Van 
Esselstyn spoke on the afternoon of Oct. 24 on emeralds, 
and June Hamilton Rhodes, on Oct. 25, on colored gems 
in relation to present styles. 

The exhibit was thronged throughout the entire period 
and the quality as well as the quantity of the spectators 
was uniformly desirable from the high-grade jeweler’s 
point of view. The venture has been so remarkably suc- 
cessful on both of its first attempts that it will undoubt- 
edly be made a regular feature of the Boston Chapter 
of Registered Jewelers of the American Gem Society. 

MontreaAL—Quantity and value of gold produced in 
Canada in 1938 were the greatest in history, totalling 
4,725,117 fine ounces valued at $166,205,990 compared 
with 4,096,213 at $143,326,493 in 1937. Ontario mines 
contributed 2,896,477 fine ounces, Quebec 881,263, 
British Columbia 605,617 and Manitoba 185,706, while 
lesser quantities come from Yukon, Saskatchewan, Nova 
Scotia, the Northwest Territories and Alberta. 
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Fisher Lockets cover the widest range of 
styles on the market—but none are more 
popular than the Book numbers. Holding 
two or four pictures, some with the exclu- 
sive self-opening device (press nail on 
latch—open it snaps) they are long-wear- 
ing |/20-10k gold filled. Fisher Lockets 
are attractively gift boxed. Ask. your 
Wholesaler for an assortment of fast sell- 
ing Fisher numbers—and Fisher Crosses— 
Rosaries—Compacts—Sports Jewelry— 
Charm Bracelets. 














, J.M. 
“ FISHER 
co. 


Manufacturer To The Wholesaler 
For Over 50 Years 


ATTLEBORO, MASS. 








“THE FISHER LINE™ 
w.M.F.CO. K400 

















A NEW "HANDY" BOOK 


Twenty-three years ago Handy & Harman, New 
York, published a “Handy” book of information for 
jewelers and silversmiths covering silver, gold and 
platinum and their use in the trade. The contents in- 


cluded many original tables and other previously un- 


il 


Hand 
piele) 


This photograph reproduces 
greatly in miniature the front 
cover of "The Handy Book for 
Manufacturers,"' just issued by 
Handy & Harman, New York. 
Its wealth of information is 
useful to all who deal in arti- 
cles made of precious metals. 





published data. This first edition proved so popular that 
the demand for copies has continued year after year. 
Now, after long and careful preparation, a revised 
and amplified second edition has been printed. It is 
called the “Handy Book for Manufacturers’ and is so 
named to avoid confusion with the “Handy Book for 
Jewelers” published a few years ago for retail jewelers. 
The new book is full of useful information and data 


that is usually hard to find when you want it. It’s the 
kind of book a manufacturer can use almost every day 
for information and reference. For instance, do you 
know the temperature of the first visible red in melting 
or annealing? ... Can you find the specific gravity of 
an alloy? ...or are you acquainted with the commercial 
standards for quality markings adopted by the trade? 

The answers to these and hundreds of other questions 
can be quickly found in the new book. It is divided into 
sections, each headed by an index for your convenience. 
The subjects covered by these sections include: gages, 
weight comparisons & equipments, weights of sheet and 
wire, sterling silver, gold and its alloys, precious metal 
refining, silver solders, gold solders, silver brazing 
alloys, stamping laws, quality standards, and miscel- 
laneous information and tables. 

The “Handy Book for Manufacturers’ has _ been 
printed by Handy & Harman as a service to the trade. 
It should prove helpful to all manufacturers as well as 
those who do repair work. It contains over 90 pages in 
loose leaf form and is being made available to the trade 
at a charge of $1 per copy which is less than the cost of 
producing it. Further details can be secured from Handy 
& Harman, 82 Fulton St., New York, N. Y. 

B. C. Clark, jeweler of 113 N. Harvey Ave., Okla- 
homa City, is co-operating with a group of local mer- 
chants in an advertising tie-up in connection with the 
nation’s Saturday football games. 

The Oklahoma City “Advertiser” each Friday pub- 
lishes a chart of the Saturday schedule of football 
games with space for readers to mark their guesses. 








Your engraving problem . . « « SOLVED 

















lett 
the 


gra 


an wh gh. 
PATENT Weight is 
PENDING 12 Ibs. 


Any gift engraved is personalized, therefore more easily sold—is never 
exchanged or credited. 
Here are only a few of many articles for which Auto Engraver can be 


u 

Fountain Pens and Pencils Compacts and Lipsticks 
Name Plates and Key Tags Electric Razors and Pipes 
Pen Knives — Belt Buckles — Cuff Links Cigarette and Cigar Cases 
Watches Cigarette Lighters 

Many Styles of Flat Silver Identification Bracelets 





BY—AUTO-ENGRAVER! 


Increase Sales—Stop Returns—Save Money 
Auto Engraver reproduces letters, names, designs, emblems, 


and signatures. Letters are engraved from Master Type fur- 
nished with the machine and includes both Block & Script 


novice can engrave perfectly. You can engrave a signature in 
one-half minute! 


Signature and All-Purpose Engraver 
For fine cut smooth lines. Depth of cut easily regulated. En- 


as plastics. 






ers. Designs, emblems and signatures are easily traced from 
original drawing on paper. After 15 minutes practice, any 


ves on flat or round surfaces. Engraves on metals as well 


A precision instrument, Auto Engraver is made 
to render many years service. Beautifully 
finished, all parts are hardened and ground to 
perfection for fit and wear. Ball bearing 
equipped. Motor operates from ordinary light 
or lamp socket, A.C. & D.C. current. 

The price of Auto Engraver is $150.00, net 
10 days, or $16.50 with order and nine 
trade acceptances payable monthly for 
$16.50 each. Covered by conditional bill 
of sale. F.O.B. N. Y. 


Our guarantee for one year; Free replace- 
ment of any defective parts in material or 
workmanship. 


For further information, address 


AUTO ENGRAVER CO. 


100 Gold Street, New York 


6132 
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ave ou teceived 


YOUR COPY OF THE NEWEST 
SPEIDEL “SUPER VALUE” CATALOG? 


This 66 page book, on fine coated stock, with plastic binding, is the “best looking jewelry catalog 
that has come to our attention" as Jewelers’ Circular-Keystone says. It is yours to use as a coun- 
ter book—to help you sell more Lockets—Charm Bracelets—Watch Bracelets and Waldemar, Vest 
and Key Chains. We'll send you the book direct if you haven't already received a copy—but 


Speidel jewelry is available only through your Wholesaler. 


PROVIDENCE: +°© RHODE ISLAND 
CORPORATION 
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The wedding ring seals the marriage 
but good cooking keeps it going — 
which is to say that domestic 
electrical appliances are natural 
sales allies of the marriage band. 
Here are tips on selling roasters 
eoffee brewers and other food-makers 


by FRED MERISH 


PIPING HOT FROM THE BISCUIT-MAKER. 





Knapp- Monarch 


Selling Electric Food-Makers 


EWLYWEDS are the best prospects for the sale 

of domestic electrical appliances; hence jewelers 
are stressing electrical appliances as gifts to the bride 
and for sale to the bride after marriage. Modern coffee 
brewers make tasty coffee from the first day. Using an 
electric roaster with a timing attachment, the bride need 
not worry about burning the meat to a frazzle—it will 
be done properly and automatically if she follows di- 
rections in the recipe book. 

Jewelers who sell appliances successfully feature the 
recipe books presented by manufacturers of electrical 
cookery equipment. 

Said one jeweler: “This does not necessitate turning 
the jewelry store into a cooking school, but the appli- 
ance used in food preparation will sell better if the 
sales person explains its operation thoroughly. Acquir- 
ing such knowledge isn’t difficult because roasters and 
other units come with adequate instructions for use, 
basic rules of procedure and recipes to fit almost every 
cooking situation are given, the right way to cook differ- 
ent foods, the right temperatures and the right oven 
timing. Modern appliances have simplified cookery so 
that with the aid of recipe books and instructions given 
by manufacturers, the salespeople should make some 
attempt to assimilate cuisine technique.” 

Jewelers stated that success with this line is premised 
on a knowledge of the unit sold and what it can do, 
which is where the woman probably has an advantage 
in its selling. In five stores visited, women were used in 
this department—and their sales loomed higher than 
where male clerks were.used. This would indicate that 
the more pointers one gives about cookery, the more one 
will sell electrical appliances used in food preparation, 
whether a juice extractor, a roaster or a grill unit. 

A tie-up with a cooking school sponsored by a local 
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newspaper builds sales, say those who have tried it. 
Induce the lecturer to use one of your roasters or auto- 
matic toasters at classes. Have a display booth at the 
cooking school. One dealer took 30 orders for toasters, 
mixers and roasters at a cooking school this past spring. 

Jewelers reported that the three big talking points 
are: (1) saving of time through the utilization of mod- 
ern, automatic units, (2) the low operating costs of 
modern units, an entire meal may be cooked for 3 cents, 
(3) convenience. 

The modern roaster cuts cooking time, reduces heat 
losses, conserves healthful food values, entire meal may 
be cooked at one time without watching. A table grill 
may be placed right on the table for broiling, baking, 
grilling, toasting or frying. A kitchen timer will time 
operations from boiling 4-minute eggs to 3-hour roasts. 
Combination appliances are available with grills replac- 
ing grids easily and vise versa. The electric roaster will 
cook large roasts, bake bread and cakes, broil meats and 
vegetables, make soups, prepare other meals, keep the 
kitchen cooler than any other cooking equipment. 

Renters buy appliances as readily as home owners 
because they are easily transferred from place to place. 
Many renters today are using the portable roaster and 
ovens in place of the older and heavier permanent cook- 
ing equipment. 

Sell matched sets. Jewelers know that customers pre- 
fer matched sets in glassware, chinaware and silverware. 
Use a similar appeal with appliances. Why have a 
toaster, grill, waffle maker or coffee brewer that do not 
match? A matched set is more attractive than a hybrid 
assortment. Jewelers who stress appliance matchings 
keep records of the designs sold and follow up first- 
time sales with letters suggesting completely matched 

(Please turn to page 92-A) 
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CLOCK OF EMPRESS JOSEPHINE RESTORED 
ee comer & bronze clock, given by Napoleon I 


of France to his Empress, Josephine, and now 
owned by Franklin Institute, of Philadelphia, is on 
exhibition at Bowman Technical School, Lancaster, Pa., 
having been sent there for restoration of the timekeeping 
portion of its mechanism. 

Most of this work was done by Robert A. Franks, 
who is curator of the timepiece collection of Franklin 
Institute, and chairman of the historical horology com- 
mittee of the Horological Institute of America. Mr. 
Franks studied special branches of watch and clock 
construction at Bowman Technical School, for work in 
connection with restoration of pieces under his care at 
Franklin Institute; and while a student, made wheels 
and other parts for the famous clock, which was recently 
brought by him to the school for some finishing touches 
in its restoration. 

The clock is a timepiece with elaborate automata 
mechanisms and figures, made by Louis Jacques Vaillant 
of Paris. The case is in the form of a bronze urn, stand- 
ing on a cubical base, decorated with applique gilt bronze 
allegorical figures and ornaments. The bronze decora- 
tions are hand-sculptured, of inexpressibly beautiful 
craftsmanship. At intervals of time, a shutter in the 
neck of the urn opens; a bird flutters its wings and 
sings; then a pair of shutters in the body of the urn 
opens, showing a water scene—a pool with figures row- 
ing a boat, fountains playing, and nymphs sporting in 
the pool; then, shutters open in the base, disclosing a 








group of armorers working at a forge and around an 
anvil, in amazingly lifelike action. 

The clock is 33 inches high, and weighs nearly 100 
pounds. The exact year when it was made is not known, 
but the maker’s career was from 1787 to 1821. Two 
things suggest that it was probably made between about 
1800 and 1809 for that would be when artistic industry 


Charles Bow- 
man, regis- 
trar of Bow- 
man School, 
operates a 
mechanism in 
the clock that 
includes 
nymphs, foun- 
tains and 
boatsmen. 





had revived in France, in the Napoleonic era following 
the Revolution and the “reign of terror,’ and in 1809 
Napoleon divorced Josephine to marry Maria Louisa of 
Austria. 














. . to the JEweLry Trape’s Outstanding Communal Event of the Year 





Forward... 


In support of the 116 historic agen- 
cies of the NEW YORK and 
BROOKLYN FEDERATIONS 
OF JEWISH CHARITIES, serv- 
ing the sick and distressed of Greater 
New York... 


JEWELRY DIVISION 
of the 


NEW YORK and BROOKLYN 
FEDERATIONS 


Aaron Sverdlik, chairman 
Co-chairmen 
Benjamin B. Lazarus 
Harry D. Henshel 
Milton Weil 


send reservations to 
MILTON WEIL, chairman dinner committee 
71 West 47th Street, New York, N. Y. 


Alexander E. Arnstein 
Benjamin Eichberg 
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SHE’S WELL PLEASED WITH HER CHOICE 


Traffie and Seeond Sales 
Produced by Handbags 


HE experience of many successful jewelers with a 

line of fine ladies’ handbags indicates that it is one 
which is worthy of your consideration if you have been 
seeking an additional source of profitable business and « 
good producer of store traffic. 

“Our success with handbags this year has been grati- 
fying, to say the least,” says Harry M. Easton, assis- 
tant manager of Black, Starr & Frost-Gorham, one of 
the leading jewelry stores of New York, which is 
continuing a successful promotion on handbags which 
was started last spring. 

While this store is one of the largest in the country, 
it is to be noted that it has not been necessary for it 
to increase its stock of handbags. Careful selection of 
several bags which were to be high-lighted in the pro- 
motion throughout the year has made it possible to 
greatly increase the volume of business with hardly any 
increase in inventory. 

“The average jeweler can institute a profitable busi- 
ness in handbags with a minimum of three dozen bags,” 
advises Fred Davey, head of the department. ‘These 
36 bags will offer sufficient variety for all occasions, if 
properly selected. 

“There is a real opportunity for the jeweler in hand- 


bags, and fine leather, if he is satisfied to develop his 
(Please turn to page 92) 


Black, Starr & Frost- 
Gorham stepped up 
late summer busi- 
ness by showing a 
few advertised 
handbags on tables 
just inside its 5th 
Ave. door. Ad at 
right is typical of 
series of business- 
producers. 













BLACK ST: - 
STARR & FROs 
x GORHAM FROST | 
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“CASH IN ON CORONA! 


Lots of you Corona Dealers did just that 
last year. December 1938 was the largest ARS. 
single month in all Corona history. CHR] 

It looks like another Corona landslide STMAS 


this Christmas... and this is fact, not 


ballyhoo. CORON, . 

So we urge you to stock ear/y, use your EALERs. 
dealer helps, line up your promotions Christmas Fold ; 
thoroughly .. . and “*Cash in on Corona Christm - _ 
this Christmas!”’ hrisp etheag 

L C Smith & Corona Typewriters Inc Mas Mats 


Syracuse New York 
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These watches are presented to the retail jewelers of the 
country with full confidence BECAUSE they represent 
better values and a higher quality in each price range. 
Every watch is cased, timed and rigidly inspected in our 
own shops. Each watch comes to you in a_ specially 
designed beautiful gift box. 


You can offer these dependable new ALTON watches to 
your customers with every assurance that you are giving 
the best possible value at the price. Every watch is 


guaranteed 





A5o1_ 

a Tist, 104 
Jewe 

17 Jewer Net 


» Net 


7% 

x 1] z 
tee 1 
7 I back. Yelloy, Bne 


to give long years of satisfaction to users. 








Raiseg ro] ed 
Price 


Illustrated are just a few numbers from our complete line. 
Send for our 1939 catalog in colors showing line of new 
ALTON watches, and other lines of profit making watches 
and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


> South Chicago 
Wabash Ave. Illinois 
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HANDBAGS BUILD 2ND SALES 
(From page 90) 


own business and not try to compete with the depart. 
ment and apparel stores for this trade. 

“The jeweler’s opportunity with handbags begins 
where those stores let off. It is a mistake for him to 
try to sell bags in the $1.95 to $3.49 price range, for 
he is beaten there before he starts. The department 
and specialty shops can provide greater variety and 
can sell with more profit at a lower mark-up. 

“The jeweler should set a minimum of $6 for his 
bags. They must be of a quality superior to those 
found in the mercantile shops, and in keeping with the 
other quality merchandise the jeweler has for sale. 

“The jewelry store buyer will have to be wary in his 
buying at first until he learns about buyer preference 
from experience. He must build around some fine con- 
servative numbers, a stock sufficiently large to offer 
variety. He must carefully study the physical prop- 
erties of any bags he is considering. Only real leathers, 
and frames and fittings capable of withstanding pro- 
longed usage, should be allowed a place in his stock. 

“If, when buying bags I am shown one to sell at 
$10, and it looks just like a $10 value I won't buy 
it, but if it looks like a $12.50 value for $10, I’ll order 
it. The jeweler who has had no experience with leather 
goods may not be able to size up that extra value in 
bags, so it will be to his advantage to confine his deal- 
ings to manufacturers of recognized integrity.” 

The New York store’s successful promotion of this 
line has been no hapazard, hit-or-miss job, but rather a 
carefully planned, integrated, store-wide proposition, 
according to Mr. Easton. 

“Early in the year,” he tells, “when planning our 
store program, we hit upon the idea of featuring hand- 
bags, because they make a strong appeal to women 
shoppers and increase store traffic; because they provide 
a splendid possibility for a second sale, and because 
they can be sold at a reasonable mark-up at an attrac- 
tive price. 

“We conferred with the manufacturers and explained 
that we wanted several different styles of bags to be 
featured in our advertising. The bags incorporated some 
definite ideas of our own on the features a good bag 
should have. 

“The promotion had four phases: Advertising, win- 
dow displays, special inside displays and sales training. 

“In this store we are now sales-minded—but not in 
the sense of bargain or cut-price sales. We are always 
on the look-out for merchandise with a strong sales 
appeal, and we all knew we had such merchandise in 
our featured bag. 

“Each salesperson was acquainted with the features 
of the handbags and the promotion, by the buyer, the 
advertising and promotion manager and myself. I be- 
lieve strongly in the value of the personal contact 
method in sales training. 

“When the advertising and window displays began to 
pull people into the store our sales force was ready to 
do its part. Realizing that it was a store-wide promo 
tion they were quite enthusiastic. They knew they were 
selling quality merchandise and therefore sold with con- 
viction. In order that they can speak intelligently to 
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the customers about any of our advertised stock we 
maintain advertising scrapbooks in each department. 

“As shown in the picture on page 90, we displayed 
a number of these bags on a table, in the front of the 
store, just inside the front door, where they would be 
the first thing to catch the eye of a shopper entering 
from Fifth Avenue. They were also displayed through- 
out the store in five other departments, besides the 
leather goods department.” 

One of the two large Fifth Avenue windows was de- 
yoted to the bags for ten days, and then the same dis- 
play was moved around to the 48th St. windows. The 
bags featured in the advertisements were always spot- 
lighted. 

“It is important,” says Mr. Easton, “‘that the jeweler 
decide which of his bags he wants to feature if he is 
going to advertise the line. The featured ones may be 
made up in an infinite variety of leathers and have 
different fittings, but they must be recognizable as the 
ones pictured in advertisements.” 

Repeated sales on this same style bag make it pos- 
sible to keep reordering the same bag from the factory. 
and does away with the need for a large bag stock. 

“The number of sales made on these bags at the 
conclusion of other transactions was surprising to us,” 
tells Mr. Easton. “In my opinion the jeweler can find 
nothing better than a handbag as a second sale item, 
and as a promoter of store traffic it has few equals.” 


SELLING ELECTRIC FOOD-MAKERS 


(From page 88) 


units. This brings customers back and increases repeat 
sales. Salesmen also suggest matched appliances. 

Suggest related lines. Jewelers reported that dishes 
for jam and marmalade, glassware, pottery, creamers 
and sugar holders, beverage sets and dinnerware pieces 
are good sellers with appliances if sales suggestions are 
effectively used. 

An electrical appliance, in the jewelry store sells best 
when displayed in the environment in which it is used. 
A table set for a party, dinner, breakfast or supper 
with napery, china and glassware should include an 
appropriate electrical appliance, such as a toaster for 
the breakfast table or an electric chafing dish for the 
evening meal. 

Since electric ovens, roasters, table grids, percolators 
and toasters are portable, they are often taken out on 
porches and to summer bungalows, camps or week-end 
trips. One jeweler built a window trim around this idea 
with “talking signs” suggesting the purchase of roasters 
for use in the home and easy portability, if desired, to 
summer cottages and camps. He sold 18 units. The best 
sellers were priced around $30. 


DESIGNED FOR SELLING 
(From page 48) 


a gem laboratory, equipped with appliances and instru- 
ments for the study of gems. Edward F. Herschede, 
president of the concern, is a member of the Gemological 
Institute of America and will instruct others in the 
application and science of the craft. 

The project includes a large shop for engraving and 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1939 





HONESTY is nota virtue 


... itis good business! 
FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 
FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 
COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





CooPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our Reputation Is Our Success 


Cash In | 


ON THE NEW, IMPROVED, SPRINGLESS 


NORMA une 


and order early 


3 Different Models 
A NORMA with 2 colors—Black and Red 
A NORMA with 3 colors—Black, Red and Blue 
A NORMA with 4 colors—Black, Red, Blue and Green 
A NORMA for every need 


16 different styles... ... . retail $1.50 to $10.00 
A NORMA for every pocketbook 











Fully guaranteed and price protected under Fair 
Trade Act 


Through your Jobber or direct. 


NORMA MULTIKOLOR, Inc. 
39 West 32nd Street 
New York, N. Y._ 


Sole Distributor for West Coast 

FRED L.LEE& COMPANY 

704 Market St. 

San Francisco, 
Calif. 











Now Advertised in 
ESQUIRE and 
FORTUNE 





























THE MEASURE OF CONVENIENCE 
A PERFECT GIFT 








Place the Host 
on top of glass, 
pour itn liquid 
and tilt. 


Accurate 
Measure 
No Waste 


Pat. No. 
115831 


Made in two sizes, the Host contains 1% ounces and the Hostess, 
1 ounce. Both are silver plated. The Host also can be supplied 
in heavy sterling silver. 

They are economical and eliminate spilling, and the possibility of 
staining your table top. Write for prices and further particulars. 


H.B. Kaempf Co. 320 Fifth Ave., N.Y.C. 


A complete photographic 





service, supervised by ex- 
perts with years of train- 
ing, insuring excellent 
results. 


STADLER PHOTOGRAPHING 


COMPANY, INC. 
67 Irving Place New York City 
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watch repairing. This is on the fifth floor where algo 
there is an expanded storeroom. 

The Herschede enterprise started in June, 1877, ang 
in its first expansion move shifted to a larger location 
at Vine St. and the old Emery Arcade where it began 
to be recognized as a jewelry house of the first rank 
From the Vine St. place it was moved to 24 E, 4th St., 
its location of 23 years. In 1921 the firm was incorpo. 
rated and moved to 124 E, 4th, occupying that structure 
until an opportunity presented itself to get closer to 
the intensive retail section, hotel district and depart- 
ment store group. 

Officers of the company are Edward F. Herschede, 
president, and Lawrence B. Herschede, secretary-trea- 
surer. John Herschede, Edward Herschede, Jr., Clifford 
Bennett and others are associated with the concern. 


CHINA, GLASS, POTTERY SALES RISE SHARPLY 


ACED with a new problem—that of delivery on 

orders written during the past two months—china, 
pottery, glass and gift representatives in The Merchan- 
dise Mart, Chicago, late last month reported business 
from 25 to 35 per cent ahead of business over the same 
period a year ago. 

The sudden increase in business which has made it 
difficult to accelerate production to meet the needs, has 
been the result of the “buy American’’ movement preva- 
lent over the entire country, exhibitors feel, rather than 
a laying in of stock on the part of the retailer in antici- 
European 
exports, because of European conditions, have been 


pation of price advance or stock shortage. 


practically negligible, making it necessary for buyers to 
turn to the American-manufactured products, and in 
turn, causing a spurt in American manufacturing. 
Questioned on the possibilities of retailers over-buying 
because of expected price rises, manufacturers reported 


‘that major companies have guaranteed that no advance 


will be made for the remainder of the year. 

Several problems, however, must be worked out in 
American factories, to permit the ready flow of mer- 
chandise from manufacturer to retailer. Particularly is 
this true in the domestic earthenware market, where 
such problems as sources for decalcomanias, formerly 
procured from Germany, must be worked out. The 
shortage in these two necessities for the potters’ trade 
will probably, manufacturers feel, result in the develop- 
ment of new types of decoration over the next few 
months. 

The further development of glass for decorative ob- 
jects in American homes, to replace many of the for- 
merly imported pottery items, was envisioned by many 
manufacturers in the field recently. Merchandise, more 
unusual than the imported variety, and at the same 
price as imported goods, was being promised retailers 
by manufacturers, 

Now merchandise being presented in the china field 
this fall tends toward the formal and elaborate in de- 
There is a continuance of floral patterns, from 
Gold bands, and ruby and gold 


sign. 
large to small florals. 
garlands and bouquets are also important. 
Earthenware stresses 18th century historic designs 
of American origin, scenic prints, and floral patterns. In 
the solid color earthenware designs, the pastels show a 
dominance over the vivid shades of past seasons. 
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DODGE BUYS BARCLAY ART PRODUCTS 


With the purchase of McClelland Barclay Art Prod- 
ucts, Inc., in August, Dodge, Inc., factories now extend 
from coast to coast. To the chain has been added the 
McClelland Barclay factory at 305 E. 45th St., New 
York, and the Pompeian Art Products Co., 656 Broad- 
way, New York. 

Dodge, Inc., is now operating both factories and 
within 60 days shipments will be made from Los An- 
geles, Chicago or New York, it was announced. The 
consolidated line will consist of many thousands of 
pieces, and in addition to the gift line all four factories 
will manufacture silver and trophy lines. 

Plans are being made for the opening of a large new 
trophy factory in Newark, N. J., in July of 1940. The 
Chicago factory of Dodge now occupies a six-story 
building at 706 N. Hudson St., and has taken a complete 
floor in the building adjoining their present location. 

The Los Angeles factory, which the company pur- 
chased recently, has 70,000 square feet of floor space 
and an additional floor is going to be added this winter. 


YOU CAN'T SAY THAT 
(From page 50) 


distinguish these two alloys except that the karat content of 
the gold should be indicated as provided herein. 
“Coin Gold” is 900/1000 parts pure gold. 


GOLD WASHED—GOLD FLASHED 

These terms mean that an article has a covering of gold but 
that it is of such extreme thinness as not properly to be called 
gold plate. Neither term should ever be used to describe an 
article having no gold covering. 


OLD GOLD BUYING 

No company name or representation that might induce the 
belief that gold is purchased, treated, or sold on behalf of the 
United States Government for the purpose of carrying out 
any policy of the government, shall be used. Such statements 
as “Full Cash Value,” “Full Government Price,” “Highest 
Prices,” should not be used because they are ambiguous or 
inaccurate. 


COMBINATION SILVER AND GOLD ARTICLES 

(From National Bureau of Standards Commercial Standard 
CS 51-35, effective July 1, 1936.) 

An article in which the parts made of sterling silver and 
gold are so combined as not to be visually separable and easily 
distinguishable one from the other, e.g., where the gold covers 
the entire article, or where the gold is combined with silver, 
may have applied thereto a quality-mark consisting of “Sterling 
and” or “Sterling +” followed by a fraction representing the 
proportion of the weight of the alloyed gold to the entire metal 
in such article, and a karat mark representing the actual karat 
fineness of the gold covering; for example, “Sterling and 1/5 
10K” or “Sterling + 1/5 10K.” (To warrant karat mark, 
alloyed gold content must be at least 1/20 of total metal 
weight.) Articles wherein the combination of gold and silver 
is easily visible may be marked “Sterling and 10K” or “Sterling 
+ 10K.” (No quality mark indicating the presence of gold 
Shall be applied to articles (made of sterling silver in combina- 
tion with gold) composed in part of gold of less than 10 karat 
fineness. ) 


“One of our effective promotions for quality silver, 
crystal and china for the holidays,” said Sanger Bros.. 
Dallas, Tex., “was our window disvlay and full-page 
ad headed ‘Santa Sets the Table.’ The ad was adorned 
with a big cut of Santa sitting at the head of the festal 
board, and went on to say: ‘It is our belief that there is 
a growing feeling for really nice table things for impor- 
tant Christmas gifts . . 
buy them . .. parents can give them to the young newly- 
weds .. . young folks can pick out particularly beauti- 
ful wares for mother.” 


. families can join together to 
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yer” TEST moe, 


225 Fifth Avenue, N. Y., Room 1220 


CHINESE ART IMPORTS 


SEMI-PRECIOUS STONE JEWELRY 








No. 7344—Pin—2'/4, x I'/, 
—Hand Made—Set with As- 


a a ee, sorted Real Stone centers to 


Amethyst, ete. match Pin No. 7344. 
Price ...... $9.00 dz. asstd. Price ..... $18.00 dz. asstd. 


A Full Line of Attractive Original Styles in 


IMPORTED REAL STONE JEWELRY—CURRENT IN FASHION 
AND PRICE 
also 
DECORATIVE AND USEFUL GIFTS IN IMPORTED SMOKERS 
AND HOME DECORATIVE ARTS 


Ask for sample orders and literature 


No. 7343—Bangle Bracelet 
—Hand Made—Set with As- 























BILLINGSLEY ROSE 


Start new year-round customers this year by sell- 
ing Spode for Christmas gifts. After Dinner Cups, 
Tea Sets, Starter Sets and Odd Pieces offer a 
wide range of prices to your Christmas customers. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 FIFTH AVENUE, NEW YORK 
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Jewelry Sales Top 1937's Level 


21.6 Per Cent September Gain 
For Over 800 Reporting Stores 
Augurs Brisk Holiday Trade 


The jewelry industry is looking 
forward to the largest Christmas 
volume since 1930. 

Retail jewelers will sell between 
12 and 15 million dollars more next 
month than their volume for Decem- 
ber, 1938, if the present upward 
trend of the industry’s selling per- 


formance continues. 

Pointing towards a banner holiday sea- 
son, the Current Statistical Service of 
the United States Department of Com- 
merce last week released September sales 
data for more than 800 jewelry stores 
situated in 28 states in all regions of the 
nation. These jewelers’ September busi- 
ness soared 21.6 per cent ahead of Sep- 
tember, 1938—and also bettered the sales 
figure for September, 1937. 

September was the seventh successive 
month with higher jewelry sales than the 
corresponding month of 1938, and was 
the first month since January, 1938, with 
higher volume than the same month of 
1937. 

JEWELERS’ CrrcULAR-KeEystTone’s monthly 
index of jewelry sales reached 126.5, 21.5 
points higher than September, 1938, and 
2.5 points higher than September, 1937. 
The gain of 9.5 points, shown from 
August, 1939, compared with gains of 
only two and five points for September 
over August in 1938 and 1937 respec- 
tively. 
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Kvery part of the country shared in 
recovery during September. Fifty-four 
reporting independent retail jewelry 
stores in the State of Washington led 
with an average gain of 40.7 per cent 
over September of last year. Other 
states, for which current data are avail- 
able, had gains greater than 20 per cent 

Oregon, 38.7 per cent; Missouri, 38.3 
per cent; Alabama, 28.3 per cent; Penn- 
sylvania, 25 per cent; Massachusetts, 24.4 
per cent; South Carolina, 21.5 per cent, 
and Nebraska, 20.5 per cent. 

Information on six individual cities 
shows the following retail jewelry store 
gains for September as compared with 
that month a year ago: Chicago, plus 
10.4 per cent; Los Angeles, plus 1.5 per 


JEWELRY SALES 
MAP FOR OCT. 
| shows how over 
800 reporting 
stores' sales in 
September com- 
pared with Sep- 
tember, 1938. 
The sales report- 
ing program is 
not in effect in 
the white areas. 
Too few stores 
report in the 
shaded areas to 
permit state 
averages. 
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cent; Portiand, Ore., plus 43.2 per cent; 
St. Louis, plus 23.7 per cent; San Fran- 
cisco, plus 15.5 per cent, and Seattle, 
plus 35.6 per cent. 

Manufacturers of platinum and gold 
jewelry in New York operated last 
month 10 to 15 hours overtime a week, 
comparing favorably with the schedule 
during the first part of 1937. Makers of 
costume jewelry were even more busy. 

The Federal Reserve Bank reported 
that wholesale jewelry sales in the Penn- 
sylvania reserve district had advanced 
74 per cent during August over July, 
and 19 per cent over August, 1938. 
Wholesale sales in that area for the first 
eight months of 1938 were 19 per cent 
better than the first eight months of 
1938. 

In the Providence, R. I., area, most 
manufacturing plants are approaching 
their peak levels. Some findings manu- 
facturers are operating on a double- 
shift basis. Some jewelry manufacturers 
said that in certain territories their rep- 
resentatives failed to meet large-scale 
buying but that since the salesmen made 
their rounds a substantial amount of 
merchandise has been ordered by mail. 

September manufacturing payrolls in 
the jewelry and silverware industry of 
Rhode Island represented a gain of 18.6 
per cent from September, 1938, and 6.8 
per cent from the previous month. 

Chicago wholesalers reported sales in- 
creases of 20 to 30 per cent. In Pitts- 
burgh, where steel mills are operating at 
better than 90 per cent of capacity, 
jewelers in numerous instances are call- 
ing their wholesalers and demanding, 
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“Where’s our merchandise,” a condition 
which has not existed in several years. 
The retail outlook is encouraging, for, 
in view of the fact that most stores have 
stocked their shelves, the majority have 
not gone “overboard” in the matter of 
building inventories. Current stocks on 
the shelves and goods on order are not 
much larger than they were at this time 
last year. 

In New York City, the Fifth Avenue 
jewelry stores experienced a trifle better 
October business than October of 1938. 
A definite and very happy interest was 
noted in higher priced items. New York 
credit jewelers had about the same 
October volume as last year, with the 
unit of sale $23, compared with $21 to 
$22 last October. 


Joint Committee 
Considers Merger 
Of ANRJA, NACJ 


Jewelry Shows 


Culminating several weeks of prelimi- 
nary and informal discussion, a joint 
committee of representatives from the 
American National Retail Jewelers As- 
sociation, the National Association of 
Credit Jewelers, and the exhibitors of 
the shows of the two associations, met 
in New York on Tuesday, Oct. 24, to 
consider the proposal made by a substan- 
tial group of exhibitors following the 
recent conventions of the two associa- 
tions. 

This proposal is to the effect that in 
place of each association staging its own 
individual exhibition as at present, the 
two be merged into one big show under 
the joint sponsorship of the two retail 
jewelers’ groups. 

It was not suggested that the two as- 
sociations merge, but only that they hold 
their annual convention at the same time 
and in the same city so that one com- 
bined show would serve the members of 
both, with both associations sharing in 
the proceeds but maintaining their sepa- 
rate identities and holding their own in- 
dividual business sessions. 

The exhibitors believe that such a con- 
solidated show would be for the best in- 
terests of all divisions of the industry, 
on the ground that it would eliminate 
duplication of expense and effort by the 
manufacturers and wholesalers who ex- 
hibit, and would provide a more complete 
and representative showing of the lines 
for the benefit of retailers. 

After considerable discussion of the 
problems of management and operation 
that would be involved in such a mer- 
ger of the two exhibitions, it was gener- 
ally agreed that the plan might prove 
feasible, and each association agreed to 
take a complete poll of its exhibitors on 
the question, in order to get a more 
complete expression of their desires. 

Further discussions will be held when 
the poll is completed and the results are 
tabulated. 





SNATCHES WATCHES WORTH $500 


Syracuse, N. Y.—A thief who hurled 
a brick through the window of Henry’s 
Jewelry store, 434 S. Salina St., Oct. 1, 
escaped with watches valued at $500 


after eluding a taxicab driver who gave 
chase. 
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(_] NOVEMBER 230 


THE THANKSGIVING DATE MAP. 
will be celebrated. 


Roosevelt's proclomation of Nov. 23 as the official date for the observance. 





This year there is divergence on the date on which Thanksgiving 
Twenty-six states, including the District of Columbia, are following President 


This group includes the 


industrial east, except for New England, most of the mid-west, most of the deep south, the eastern 


section of the Rocky Mountain area, and the west coast states. 
The 23 states, which are sticking to tradition and will celebrate Thanks- 


sales comes from these states. 


Three-fourths of the nation's retail 


giving on Nov. 30 include, besides New England, most of the plains states, the western Rocky Mountain 
area and a strip of continguous states extending all the way from North Carolina to Arizona, picking 
up Alabama and Florida on the way. The map above was made by J.C.-K's staff artist, John McGinn. 








Louis A. Eppenstein, Head of 
Illinois Watch Case Co., Dies 





SUCCUMBS TO HEART ATTACK 


Exern, Inu.— The trade was shocked to 
learn of the sudden death of Louis A. 
Eppenstein, president of the Illinois 
Watch Case Co., known intimately to 
watch men throughout the country, who 
died suddenly on the afternoon of Oct. 
24 of heart attack. He had apparently 
been in good health. He was 59. 

Mr. Eppenstein as a salesman for the 
company, before becoming president of 
the firm ten years ago, contacted all the 
important watch manufacturers and sup- 
ply houses. He was the son of the late M. 
C. Eppenstein, who founded the business 
51 years ago. The firm, through its sub- 
sidiaries, the Elgin American and Clarice 
Jane units, also produces compacts, ciga- 
rette cases, toilet sets, brush sets and 
novelties. 

Survivors are his widow and three 
daughters: Miss Geraldine Eppenstein, 
Mrs. Clarice Jane Kochis, who is con- 
nected with the business, and Mrs. Rich- 
ard Lawton, wife of the manager of the 
Chicago office. 





Ross Henry. instructor at Bradley 
Horological Institute, Peoria, Ill, has 
purchased the Tunehorst Jewelry & Mu- 
sical House, in Jerseyville, Il. 
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ANRJA to Meet 
In Kansas City 
And Oklahoma City 


Instead of the mid-year convention 
A.N.R.J.A. has held for the past two 
years, the organization’s executive board 
has announced that regional conference 
will be held next spring at Kansas City, 
Mo., and Oklahoma City, Okla. 

The Kansas City gathering, on Thurs- 
day and Friday, April 4 and 5, will be 
for the Northwestern region comprising 
North and South Dakota, Nebraska, 
Kansas and Missouri. Tinley L. Combs, 
Omaha, Neb., vice-president for the re- 
gion, will be in charge. and President 
Myron Everts, Secretary Charles T. 
Evans, and Treasurer A. W. Anderson 
will attend. 

The Oklahoma City meetings, Sunday, 
Monday and Tuesday, April 7, 8 and 9, 
for the Southwestern region, comprising 
Oklahoma, Arkansas, Texas, Louisiana 
and New Mexico. will be conducted by 
Robert J. Slagle, Houston, Tex., vice- 
president for the Southwestern region, 
and will also be attended by officers 
Everts, Evans and Anderson. 

A.N.R.J.A. expects to present approx- 
imately the same program at both con- 
claves. and invitations to speak have 
already been tentatively accepted by 
Louis Goldman, of Goldman, Allshouse 
& Healy, Chicago, who will discuss “Ro- 
mance in Business and the Business of 
Romance”; Frank R. Brodsky, adver- 
tising manager of the Elgin National 
Watch Co., and John S. O’Connell, sales 
and advertising manager of the Towle 
Mfg. Co. 


75, WILLIAMS STILL AT BENCH 


Wicurra, Kan.—John H. Williams is 
still repairing watches at his shop, 114 
N. Main St., even though he passed the 
three-quarter mark on Sept. 4. He has 
been at the trade continuously since No- 
vember, 1882, starting in the jewelry 
department of the Illinois Watch Co. 














Jewelry Ranks High 
In Christmas Hopes 
Of 2000 Interviewed 


Women placed jewelry second among 
a list of 17 Christmas desires, in a Ross 
Federal-Sales Management survey con- 
ducted among 2000 consumers in Phila- 
delphia, St. Louis and San Francisco, 
in early September. Only wearing ap- 
parel exceeded jewelry in the ladies’ 
preferences, in response to the question, 
“What single gift, within reason, would 
you like to receive more than any other 
for Christmas?” 

The men replying to the same question 
named only wearing apparel and auto- 
mobiles and accessories before jewelry, 
in the same list of Christmas wishes. 

The urban women’s most popular gifts 
will be: Furs, 19.8 per cent; automobiles, 
7.8 per cent; dresses or evening gowns, 
6.5 per cent, and wrist watches, 6.2 per 
cent. 

The men’s desires ranked: Suits or 
overcoats, 17.7 per cent; automobiles, 
17.6 per cent; watches, 10 per cent, and 
cameras, 5 per cent. 

Wrist watches were indicated as the 
first choice of 6.2 per cent of both men 
and women, and 3.8 per cent of the men 
indicated a pocket watch as their great- 
est desire. 

Desire of women for wearing apparel 
seems to have been at the expense of 
household goods. Their requests for 
jewelry and personal accessories showed 
a slight downward trend from last year. 
Men indicated slightly less interest in 








jewelry and accessories this year than 
last, but showed more interest in cameras 
and travel. 

It is worth noting that travel, which 
was indicated as a first choice by a 
sizable part of the survey’s sample, will 
be greatly affected by the war scare. 
Thousands of dollars which would have 
been spent for cruises and European 
trips will be diverted into other chan- 
nels this Christmas. 

‘The survey proved that men are more 
brand-conscious than women. Of all the 
male mentions, 74 per cent called for a 
specific brand, as against only 38 per 
cent for women. 

Of the 160 women who named jewelry 
as their first choice, 89 mentioned wrist 
watches; 48 wanted rings; 9 specified 
bracelets and 14 wanted miscellaneous 
items. 

Jewelry was the first choice of 121 
men, of which number 62 choices were 
for wrist watches; 13 for rings; 38 for 
pocket watches and 8 for other items. 


Watchmakers Meet at Kalamazoo 

Katamazoo, Micu.—The Kalamazoo 
Battle Creek Watchmakers’ Guild at its 
monthly meeting, Oct. 3, was addressed 
by Phillip J. Maher, president of Maher’s 
Business College. A discussion on tech- 
nical problems followed. 

This group, which has 32 paid mem- 
bers, meets the first Tuesday of the 
month, alternating between the two 
cities. Officers are: Lemuel Boss, Kala- 
mazoo, president; George Hinn, Battle 
Creek, vice-president; Millard DeVried, 
Kalamazoo, secretary, and Robert Row- 
ley, Battle Creek, treasurer. 





‘ 
W. R. COBB CO. «™® 
101 Sabin Street, 
Providence, R. I. 


New York Salesroom: 320 Fifth Avenue 








Jewelry Division's Dinner 
For Jewish Charities Federations 
Is Announced for Nov. 30 


Stimulated by trade-wide support, the 
jewelry division of the New York and 
Brooklyn Federations of Jewish Chari- 
ties is preparing for its most intensive 
campaign, as it enters upon its fifth 
year of activities on behalf of the 116 
medical and welfare institutions affiliateg 
with the two federations. 

Aaron Sverdlik, of Robinson & Sverd- 
lik, who has accepted the chairmanship 
of the division, announced that the fifth 
annual dinner, marking one of the vear’s 
most outstanding communal events in the 
jewelry trade, will be held at the Essex 
House, Thursday, Nov. 30, at 6.30 o’clock. 

Co-chairmen of the division are Milton 
Weil; Benjamin Eichberg, Eichberg & 
Co.; Alexander E. Arnstein, Arnstein 
Bros. & Co.; Benjamin B. Lazarus, and 
Harry D. Henshel. 

Among the sponsors of the dinner are: 
Louis Adels, Louis Aisenstein, Herman 
L.. Baskin, Louis Birnbaum, Arde Bulo- 
va, Harry Cohen, Sigmund Cohn, Sereno 
P. Davis, Julius Dinhofer, Harvey §, 
Dinstman, Max Elkon, Irving Fabrikant, 
Frederick Finn, Milton S. Greenebaum, 
P. Irving Grinberg, Edward J. Gross, 
Sidney B. Gurfein, Henry Harteveldt, 
Oscar Heyman, M. Fred Hirsch, Samson 
Hittner, Benjamin Hoffman, Morris 
Hoffman, Stephen W. Hoffman, I. Jaffe, 
Henry I. Jacobson, Walter N. Kahn, 
Charles Kaplan, Julius Kaufman, Leo 
Kobrin, Emil Koenig, Walter Lampl, 
TIsidor Lassner, Oscar M. Lazarus, Albert 
E. Levy, Royal C. Linthicum, Philip 
Luria, Lawrence B. Malawista, Norman 
M. Morris, Nat Newman, William B. 
Ogush, Herbert Ollendorff, Carl Orn- 
stein, Sol C. Powell, Adolph Pusrin, Saul 
I. Ritter, Bernard Robinson, Milton 
Rosenberg, Ralph Sabin, Jacob H. 
Schaeffer, Maurice J. Schless, Jacob J. 
Schmukler, Edward L. Stern, Tobias 
Stern, Emile Tas, Harry Winston, Max 
Wolf and Bert Young. 


Frank Black to Concord 


Concorp, N. H.—Gen. J. D. Murphy, 
president and treasurer of Concord Sil- 
versmiths, Ltd.. announces that Frank 
Black, for the past two years identified 
with the Consumer Retail Counsel, New 
York, and prior to that for many years 
publicity manager at William Filene’s 
Sons of Boston, has become a director 
of the Concord Co. 

Mr. Black brings to Concord a wealth 
of merchandising experience. Gardner 
Corbin and Charles W. Gaines, connected 
with the old Concord Silversmiths, are 
handling the sales at the present time, 
the former, both the East and West 
coasts, and the latter in the Central 
West and South. Concord Silversmiths 
are concentrating on the production of 
flatware only and have a line of seven 
patterns which they claim are enjoying 
widespread popularity. 





HEITKEMPER'S 50 YEARS OLD 


PortLanp, Ore.—Frank A. Heitkemp- 
er, Inc., jewelers at 725 S. W. Alder St. 
are celebrating their 50th year. Two 
sons, Allard and Francis, are now asso- 
ciated with Frank Heitkemper in the 
business which was started in 1889 by 
his father. The store has moved three 
times and grown with the city. 
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"No Price Promotions This Year," 
Says International Silver 


To make clear its position regarding 
the cut-price promotions on plated Silver 
which were discussed in JEWELERS Cir- 
cuLAR-KEYSTONE last month, and which 
have been the subject of much comment 
among retail jewelers and the topic of 
several sessions at recent jewelry con- 
ventions, the International Silver Co. 
has just issued an announcement to the 
trade which reads as follows: 

“Here is the information you want... 

“There is a very general opinion among 
the trade at present that nation-wide 
promotions _of nationally advertised 
brands of silver plate have been over- 
done and are threatening to undermine 
the stability of the market. 

“We heartily agree with this viewpoint 
and you may be glad to know that there 
will be no more general cut-price sales 
of regular merchandise in 1847 Rogers 
Bros. Wm. Rogers & Son, Holmes & 
Edwards Inlaid or Stratford lines this 
year, nor, we hope, for a long time to 
come. 

“Our chief interest is, and always has 
been, to build a substantial, stable busi- 
ness mutually satisfactory and profitable 
to our customers and to us. Realizing, 
however, that this cannot be done with- 
out consumer confidence in the price 
structure of the product, there is no 
doubt that the time has come to eall a 
halt to promotions. 

“International Silver Co. believes in 
the silverware market ... and we think 
you will welcome our assurance that 

“there will be no more price pro- 
motions 

“there will be no new Christmas 
combinations or containers 

“—no price changes are contemplated 
this year 

“vou are going to have good busi- 
ness in these brands 

“we have a stock and can deliver 
your requirements promptly.” 


Diamonds Flown from Europe 


SeattLte, Wasu.—Transit time on a 
shipment of 2,612 loose diamonds was 
reduced from 20 days to four days when 
Weisfield & Goldberg. jewelers having 
establishments in Seattle, Portland, and 
Tacoma, used the Pan-American Clipper 
and United Air Lines to fly the shipment 
from Amsterdam. 

Postage alone on the shipment cost 
$80. Ralph Goldberg, vice-president of 
the company, declared his company 
would continue to transport diamonds 
by air so long as conditions in Europe 
made the special service seem advisable. 


2 Buffalo Jewelers Robbed 


Burrato,—Max Robins, vice-president 
and treasurer of S. & G. Jewelry Co., 
Inc., told police he was held up and 
robbed of several thousand dollars worth 
of rings, near Ashtabula, Ohio, Oct. 1. 

Just a week before Sam H. Cohen, 
Buffalo representative of Aisenstein- 
Woronock & Sons, Inc., New York, was 
robbed of about $30,000 in jewelry. 


Fern-Miller, Inc., 240 S. Burdick St., 
Kalamazoo, Mich., has redecorated, in- 
Stalled new electrical fixtures, and added 
a new optical department under charge 
of Dr. C. F. Long. Morris Miller is 
president of the company. 
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ARE YOU PREPARED ? 
DON'T MISS A SALE 


/ndex at Thumb Cut in 
Center of Book 














Every sign indicates the business barometer will mount 
high this holiday season and it will profit you to be pre- 
pared with the latest profit-making jewelry merchandise 


from the stock of Benj. Allen & Co. 


. Our buyers have anticipated the market and you will have 


no disappointments if you select your merchandise from 
our salesmen’s samples or the BIG 1940 CATALOGUE 


just issued. 


Be Safe—Be Sure—Order from Benj. Allen & Co. 





Serving Retail Jewelers only for over 70 Years 


BENJ. ALLEN & CO., Inc. 


SILVERSMITHS BLDG. 
10 SO. WABASH CHICAGO ILL. 
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TWO GREAT 
POLISHING CLOTHS 
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The Fabric Is Impregnated 
with Polishing Materials 
Clean—Quick—Lasting 


“VEL-CHAMEE” 


The Finest Washable 
Polishing Cloth Made 
For Sale by All 


Jobbers of Jewelers’ 
Supplies 


F. H. NOBLE & CO. 


535-559 W. 59th ST. 
CHICAGO, ILL. 

















e@ Lunching, dining or 
staying at the Bellevue 
is to see the real 
Philadelphia. Famous 
people and important 
events just naturally 
gravitate to the re- 
nowned hotel. You will 
enjoy its superb service 


and moderate prices. 


BELLEVUE 
STRATFORD 


CLAUDE H. BENNETT 
General Manager 


IN PHILADELPHIA 























Total Expense Data 
Not Asked for in 


New Business Census 


Wasurtnoron — Retailers who were 
asked in the 1935 distribution census to 
give figures on total operating expenses 
will be relieved of that requirement in 
the 1940 census of business under plans 
which have been approved by the Secre- 
tary of Commerce. Retail groups were 
vigorously opposed to inclusion of the 
item, government officials were divided 
on the value of the question, and some 
took the view that unless a breakdown 
of operating expenses was requested, 
the information would be of slight value. 
The net result was that the controversial 
item was eliminated, culminating a suc 
cessful series of conferences between re- 
tail representatives and census bureau 
and central statistical board officials, 

Under item five in the 1935. retail 
schedule, information on operating ex 
penses, not including cost of merchan 
dise, was requested, This was divided 
into sections which sought information 
on the total payroll for the year 1935, 
and ‘the total of all other operating ex- 
penses, including rent, interest, traveling 
expenses, advertising, and overhead. 
Other blank spaces sought information 
on totals paid to part-time employees, 
and total rent for 1935. 

In the retail schedule approved for 
the 1939 census of distribution, sections 
on total payroll, including amounts paid 
to part-time employees, have been  re- 
tained but questions pertaining to other 
operating expenses have been stricken 
from the schedule. 

Only other change approved relates to 
questions on sales by commodities, The 
modification adopted, covering a rear- 
rangement on specific items by commod- 
ity groupings, is expected to provide 
more accurate returns and make for im 
proved analyses. 

Other items, following closely the form 
taken by the 1935 retail schedule, cover: 
(1) description of establishments, (2) 
kind of business, (3) type of operation 
and group affiliation, (4) net sales, (5) 
proprietors, firm members and members 
of family; (6) employment and payroll 
(except proprietors and firm members), 
(7) stocks on hand, and acounts receiv- 
able, and (8) analysis of sales by com- 
modities. 

Two schedules will be used for retail 
trade. The main schedule covers inde- 
pendent retail stores with sales of more 
than $20,000 annually, and all chain 
stores regardless of size. A “short form” 
will be used to cover independent retail 
stores with sales up to $20,000 yearly. 
Both include inquiries on sales by com- 
modities. 

The main retail schedule places jewelry 
retailers under the “Jewelry, Luggage 
and Sporting Goods” classification, iden- 
tified as item 27. Among the product 
groupings on which sales figures will be 
requested include: 

Jewelry (except items below). 

Diamonds and precious stones. 

Watches, clocks, silverware. 

Novelty and costume jewelry. 

Optical goods, frames, lenses. 

Other sales. 

The business census will start on Jan. 
2, 1940. Enumerators will visit approx- 
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imately 1,700,000 retailers, 180,000 whole. 
salers, and 750,000 service businesses, In 
addition, certain small manufacturing in- 
dustries whole volume of business ig be. 
low the $5,000 minimum covered by the 
Census of Manufactures will be included 
in the Service Census. 

Wholesale trade activities will be coy. 
ered by four schedules. The main whole. 
sale schedule covers service wholesalers 
limited-function wholesalers, manufac. 
turers’ sales branches and commission 
merchants, 

Officials promised that reports con- 
taining at least the basic facts will be 
published by areas before the end of 
the year. Detailed trade summaries wil] 
follow from month to month as rapidly 
as the information can be tabulated and 
prepared in report form. 

“Formulated after many months of 
conferences with business groups, the 
questions are aimed to provide this coun- 
try with the most comprehensive inven- 
tory of its business ever undertaken,” 
said Commerce Secretary Hopkins in 
making the schedules public. “In these 
rapidly changing times it is most impor- 
tant that both business and government 
have accurate and detailed information 
on the American business structure. 

“Business men have already made val- 
uable contributions to the framing of 
these questions for the census, and T feel 
confident they will continue to cooperate 
by furnishing complete answers to the 
questions, As in all census undertakings, 
the law protects those enumerated by 
keeping all answers confidential. They 
are available only to sworn census em- 
ployees and are not available except in 
broad statistical form to any other 
agency in or out of Government. The 
object of the census is to present a pic- 
ture of business as a whole.” 





Stone-Margulis Can Identify 
Stolen Rings and Watches 


Porthann, Ore.—The — thief — who 
smashed a display window of Stone- 
Margulis, here, at 4.48 a. m., on Oct. 12, 
succeeded in making away with 20 dia- 
mond rings and five diamond wrist 
watches. 

Seven of the 20 rings were diamond 
wedding bands. Most of the solitaires 
had natural gold mountings. Three of 
the ladies’ diamond watches were Blanc- 
pains, one a Hamilton and one a Glycine. 
Stock numbers are scratched underneath 
the bezels of the watches and inside the 
shanks of the rings. The firm maintains 
a photo file of all its jewelry. and pic- 
tures and complete descriptions of the 
stolen objects may be had by writing 
to the firm. 


M. HIRSCH & SONS MOVES 


Horyoke, Mass.—M. Hirsch & Sons, 
Inc., jewelers and opticians in this city 
for 48 years, is now located in its new 
store at 306 High St. ‘The concern moved 
its huge sidewalk clock to its new loca: 
tion. The opening was held Oct. 19. 


SAMPSON & McDONALD CO. 


Paul McDonald, formerly with John- 
son & Wood, San Francisco jewelers. 
has associated with Arnold Sampson to 
form the Sampson & McDonald Co., in 
Suite 404, in the Howard Bldg., 209 
Post St., San Francisco. 
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Air Raid on Denver Believed Unlikely But Girls Are Ready 


The war in Europe is being reflected 

in American feminine fashions in hats, 
“ s ” ¥ 

dresses and coats (see Life” for Oct. 
98). Here is still another expression of 
the fad—an “air raid garter,” designed 
by Ted Syman of Syman Bros. Jewelry 
Co., Denver, Colo. 

At the suggestion of a Denver girl 
who had seen the idea in Paris, Mr. 
Syman manufactured one of these acces- 
sories to her order. It consisted of a 
slender metal chain fitting snugly a round 
the leg just above the knee and bearing 
a gold plate on which are engraved the 
owner’s name, address, weight, color of 
hair and eyes, and telephone number. 
The young lady showed the gadget to 
some of her friends who were so intrigued 
by it that they proceeded to order du- 
plicates and Mr. Syman now finds him- 
self enjoying a thriving little business 
in this novel accessory. Lately he has 
displayed them in his window and has 
received a tremendous amount of pub- 
licity both in the Denver papers and by 
word of mouth. 

Even aside from the direct profit: on 
the business involved, Mr. Syman_ re 
marks that it is one of the best advertis 


Boston Jewelers’ Club 
Resumes Beefsteak Dinners 
After Lapse of Five Years 


Boston—The Boston Jewelers’ Club’s 
“get acquainted session” and beefsteak 
dinner at the Copley Plaza Hotel, Oct. 
21, for members only, was attended by 
75, representing all branches of the 
jewelry trade. 

President Henry Arnold presided. Wel- 
coming the members to this fall gather- 
ing, after a five-year lapse, due to busi- 
ness conditions, he said that the success- 
ful season of 1939 was due to loyal co- 
operation of his associate officers and 
the tireless efforts of the board of di- 
rectors, who comprise the numerous com- 
mittees that make the organization’s 
functions click. 

John Kennard, Arthur Horne, Howard 
Martin, of the entertainment committee, 
always on the lookout for something 
new, staged a demonstration showing the 
advantages of the display of diamond 
jewelry when in contrast with unusual 
backgrounds. J. H. Martin, of Martin- 


Copeland Co., Providence, who is the 
club’s oldest member and has _ never 
missed a party; Mr. Bigelow, former 


president of the Howard Clock Co.; Al 
Kerr, secretary; Col. S. O. Bigney of 
Attleboro, and the other officers and club 
members, to whom displays are an old 
story, were keenly interested. 

One of the highlights was when an 
entertainer asked for a volunteer, as 
assistant. Elmer Anderson, Harrison- 
Lawton Co., carried on and when the 


sketch finished Elmer had stolen the 
show. ‘The dinner committee, W. L. 


Stone and Carl Lawton, are busy men, 
but not only was an excellent dinner pro- 
vided but each member received a Gil- 
lette Tech razor as a souvenir. 





Anderson Blanton, Paris Mo. finds 
time, outside of his business duties, to 
cultivate the largest dahlias in the 
county. He exhibited a group of them 
recently in his jewelry store, one of the 
blossoms measuring eight inches across 
the face. 
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ing stunts he has ever found. Perhaps 
some enterprising jewelers in other cities 
might find the idea worth copying. 


Oregon Jewelers’ Convention 
At Portland Elects Albert Molin 


PorrLanp, Ore.—Addresses on mer- 
chandising featured the one-day conven- 
tion of the Oregon State Jewelers Asso- 
ciation, held at the Benson Hotel, Sept. 
29. Kdward W. Cassidy, of Weisfield & 
Goldberg, Portland; spoke on “A 
Jeweler’s Credit Plan”; Fritz 
Schmidt of Zell Bros., Portland, on 
“Value of the Jeweler’s Display,” and 
“Jewelry Advertising” was handled by 
Roy Lively, of the Ross Advertising 
Agency, this city. 

Albert Molin, of Roy & Molin, Port- 
land, was chosen president, succeeding 
Alfred [.. Stone, also of this city. Mr. 
Stone was given an expensive pipe in 
recognition of his services. Carl Greve 
made the presentation. 

Other officers: Rene Block, Dan Marx 
& Co., Portland, vice-president; Josiah 
F. Gilray, Portland, secretary-treasurer ; 
Edward N. Weinbaum, Portland, exec- 
utive secretary, and executive commit- 
teemen, James Mills, Marshfield; Rene 
Reuff, Portland; Albert Stone, Stone- 
Margulis, Portland; N. Packouz, Nat's 
Jewel Box, Portland; William Diel- 
schneider, McMinnville; John Tobin, 
Oregon City; Fred Bertram, Klamath 
Falls; and Carl Greve, Jr., Portland. 


WILSON ENTERS ROCHESTER 


Rocnestern, N. Y.—The new jewelry 
store of John D. Wilson recently held a 
successful opening at 205 Main St. here. 
Mr. Wilson has operated a store for 35 
years in nearby Syracuse. 

The Rochester store will be managed 
by Jerry Wilson, son of “Honest John” 
Wilson, who will divide his time between 
the store here and the one in Syracuse. 
There are 10 employees. 

The Schaeffer jewelry store, Beaver 
Falls, Pa., recently remodeled its win- 
dows. Harry J. Schaeffer is in charge 
of the jewelry part of the business, and 
his father, E. H. Schaeffer, an optome- 
trist, directs the optical end. 


97 








_~ 


Von | 








ARE A BIG HIT IN 
JEWELRY STORE GIFT DEPARTMENTS 
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MODERN 


R Oo A Ss T ‘Attractive pA s ele y 
TON GS ee back to high- 


light chromium. 


THE “Karvit” Roast Tongs are 
sensational sellers in jewelry store 
gift and silverware departments. 
“Karvit” sells the year around be- 
cause it is an ideal Wedding, An- 
niversary or Holiday gift. Every 
modern homemaker can use one... 
and will appreciate receiving it. 
Made of highly-polished Chrom- 





Dealers’ Net Price is $12.00 a dozen 


less 2% 10 days. F.O.B. Cincinnati. 


Jobbers, write for worthwhile 
proposition in your territory. 
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Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
_as illustrated above. 


TRADE KD MARK 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 


SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 
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PERCIVAL STAFF CELEBRATES—Here's the scene at the Boston Garden Club, where on Oct. 3, the 
organization of D. C. Percival & Co., wholesale jewelers of 373 Washington St., Boston, celebrated 
Percival's 75th anniversary. D. C. Percival, president, expressed his appreciation for the splendid coop. 
eration and teamwork of the organization's numerous departments. Guest of honor was Henry Arnold, 


president of the Boston Jewelers Club and formerly associated with the firm for over 25 years. 


A high- 


light of the occasion was the presentation of a gold watch, by the firm, to L. J. Kibler, of the materials 
department, who has served 46 years, in the office sales force. 





LETTERS TO THE EDITOR 


Stethescopes Watch Beat 


Editor, JEwE.ers’ CircuLAR-KEYSTONE: 


In “Workshop Notes” in the October 
number, I noticed an inquiry from a 
subscriber who wished to know how he 
could make more audible the sounds of 
the escapement of a very small watch, 
without going to several hundred dollars 
expense for an instrument like a timing 
device which has an amplifying attach- 
ment. 

The reply to this query suggested plac- 
ing the watch movement inside a tin 
watch movement box, which may be held 
to the ear, and which costs practically 
nothing. But if anyone doesn’t mind 
spending several dollars, I will tell about 
a way to get results that may be con- 
sidered as effective in between the tin 
box and the timing instrument amplifier. 
I have used this scheme for quite a while, 
and like it. I use a regular doctors’ 
stethoscope such as is used for listening 
to a patient’s heart-beats. One of these 
with a diaphragm about the diameter of 
a silver dollar will do for all sizes of 
watches; the tubes may be cut to be 
just long enough to reach the workman’s 
ears. I believe anyone’s local physician 
would be willing to order a stethoscope 
for him, from his medical supply house; 
an instrument of good grade should be 
obtainable for from two to three dollars. 
With this help, the smallest watch sounds 
about like an alarm clock, which is a 
great aid in diagnosing faults at escape- 
ment, balance pivots. ete. 

(Signed) J. W. Jornan, Jr., 
J. W. Jordan’s Sons, Jewelers, 
Dunn, N. C. 





Goblet Magnifies Tick 
Editor, Jewe ers’ Crrcutar-KEyYstTone: 


I was interested in the reply to Ques- 
tion No. 5249, in October “Workshop 
Notes.” Will make another suggestion, 
from my experience, for amplifying the 
sound of very small watches, to judge 
faults in escapement action, etc. Lay the 
watch in an ordinary tumbler or goblet, 
and hold the glass to the ear. This mag- 
nifies the sound to equal that of a 12-size 
watch. 

Another suggestion, after reading an- 
swer to Question No. 5251, about clean- 
ing silverware: why don’t jewelers make 
a practice of advising people to use their 
sterling silverware every day, instead of 
only for “company” meals? They use 


| their china and glass every day; then if 
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has to be washed frequently, and keeps 
bright. For years I have told my cus- 
tomers to use their silver the same as 
their china and glass, and then it will 
not turn black and need cleaning; it can- 
not break, and a lifetime of hard use will 
not wear it out. In fact, silver becomes 
more beautiful with use. Besides this, 
if anyone owns solid fine silverware, they 
can get the satisfaction and pleasure out 
of it only by using it; so the more they 
use it the more returns they will receive 
from money invested in it. This kind of 
talk to people will surely sell more sil- 
ver than to agree that it is something to 
use only when company comes. 
(Signed) J. L. Wanner 

Paducah, Ky. 


Counterclaim Filed 
Editor, Jewevters’ CrrcuLar-KeEystone: 

My attention has been directed to a 
little news item on Page 125 of the Octo- 
ber issue of Tue Jeweters’ Crrcurar- 
Keystone, wherein it is stated that the 
Hamilton Watch Co. seeks a court in- 
junction. For your information and the 
information of the public, the Hamilton 
Chain Co., Inc., S. & S. Mfg. Co., and 
Alfred Spear and Louis Susskind have 
filed a counterclaim against the Hamil- 
ton Watch Co., charging unfair competi- 
tive practices and trade-mark infringe- 
ment, and asking for a court injunction 
and damages. 

(Signed) Nathaniel Frucht 

Providence, R. I. Patent Lawyer 





Just Removes Tarnish 


Editor, JewE.ers’ CrrcULAR-KEYSTONE: 

In your department, Workshop Notes 
and Queries, of the October, 1939, issue. 
I note in answer to question No. 5251 
relating to cleaning silver, that you 
suggest that excessive amount of silver 
will be removed by the chemicals used 
in the salt and water process. 

If you check on the so-called electro- 
lytic method whereby aluminum or zinc 
is used in alkali and salt solution, you 
will find that there is no further loss of 
silver after the tarnish has been removed. 

The gas evolved by the electrolytic 
action dissolves the silver sulfide (tar- 
nish) but has no solvent action upon 
silver. 

(Signed) A. E. Tuurser 
Technical Supervisor, Oneida Ltd., 
Oneida, N. Y. 
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Bela Sternfeld on Oct. 14 opened a 
modern credit jewelry store at 202 Smith 
St. Perth Amboy, N. J. 

The Wm. S. Pitcairn Corp., importers 
of china, glass and earthenware on Oct. 
15 occupied new quarters at 212 Fifth 
Ave. 

Sol Wirth, who conducted a jewelry 
store at 190 Smith St., Perth Amboy, 
N. J., for over 20 years, died on Oct. 10, 
several weeks after a heart attack. He 
was aged 49. 

Ann Ritz, who for 15 years was in 
business in Berlin, The Hague and Am- 
sterdam, has an office at 665 Fifth Ave., 
where she designs novel pearl necklaces, 
does stringing and assembling. 

Robert Lipton, jeweler at 701 Grand 
St., Brooklyn, missed his first meeting of 
the Brooklyn R.J.A., last month, as a 
result of the effects of the extraction of 
a number of troublesome teeth. He can 
be expected back at his familiar place 
this month. 

A blaze which broke out early in the 
morning of Oct. 13 in Rogers Jewelry 
Store, 559 Bay St., Stapleton, S. I., 
threatened an entire business block, and 
three firemen were injured in battling 
the fire. A timely alarm prevented 
greater damage to the jewelry store and 
surrounding ones. 

Max J. Schwartz, popular young secre- 
tary of the Brooklyn Retail Jewelers As- 
sociation, received many bouquets, tele- 
grams and personal congratulations on 
the occasion of the opening of his new 
store, at 825 Flatbush Ave., Brooklyn, 
on Oct. 5. The store was completely im- 
proved for his occupancy. 

Benjamin Yeblon, founder and presi- 
dent of Yeblon & Co., Ine., wholesale 
jewelers, and treasurer of Hyman & 
Zaslav, Inc., both at 15 Maiden Lane, 
died Oct. 5, in the Madison Park Hos- 
pital, Brooklyn. Mr. Yeblon had been 
in the trade for 35 of his 50 years. His 
widow, two daughters and a son survive. 

Rudolph Oblatt, 63, dealer in gems 
at 580 Fifth Ave., who had been in busi- 
ness in this city for 36 years, died on 
Oct. 3, at his residence, the Hotel Peter 
Cooper. In 1925 and 1926 he went to 
Moscow to examine the Russian crown 
jewels which were on sale, and in as- 
sociation with Norman Weisz, of Lon- 
don, he hought part of the famous col- 
lection. 

Concord Silversmiths Ltd., of Concord, 
N. H., has reopened its New York office 
at 347 Fifth Ave. Frank A. Black, for 
many years publicity manager and direc- 
tor of Filene’s. Boston, will be in charge. 
Sales representatives will be Charles W. 
Gaines, a former key salesman of the 
International Silver Co., and Gardiner 
Corbin, former division merchandising 
manager of R. H. Macy & Co. 

After eight days of questioning, a 23- 
year-old negro implicated two white ac- 
complices in three jewelry store rob- 
beries here during the summer, which 
netted loot valued at nearly $5,000. The 
stores which suffered losses were the 
Primo Outfitting Co., and the Goldwyn 
Jewelers, of Port Richmond, and the 
Rogers Jewelry Co., Stapleton, S. I. A 
trail of 50 pawn tickets led to the arrest 
of the negro. 
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Three of the largest steel trusses ever 
employed in Manhattan building con- 
struction will be utilized in the new Tif- 
fany & Co. building at Fifth Ave. and 
57th St. Plans call for an unobstructed 
main showroom floor 85 by 100 feet in 
size, with a ceiling height of 24 feet. 
Seven upper floors will be supported by 
these trusses, which, considering their 
length, will carry a greater load than 
similar bridge trusses. 

The best dinner-dance ever held by the 
Jewelers Square Club is promised for 
election day eve, Nov. 6, at the Hotel 
Piccadilly, by Edward Lembeck, presi- 
dent, Moe Rooder, Lloyd Lassner and 
Julius Herzfeld who have been making 
the arrangements. A Broadway floor 
show and a good dance orchestra have 
been engaged, and late last month the 
commitee had already received 55 items 
for prizes. There will be souvenirs for 
all the women. 

Professional yeggs who broke into the 
store of Jacob Schwartz, 1327 Fulton 
St., Brooklyn, sometime after the close 
of business on Saturday, Oct. 14, went 
through the entire stock and carefully 
selected only the gold jewelry. Despite 
the fact that the thieves broke open 
a barred rear window, and then pried a 
door and sash from the wall, their pres- 
ence in the store was not noted by Mr. 
Schwartz or members of his family who 
live over the establishment. 

L. J. Rad, West New York, N. J., who 
is the president of the New Jersey 
R.J.A., late last month was enjoying a 
practically new store, after alterations 
to his store at Bergenline Ave. and 16th 
St. had been completed. The new front 
is on simple lines, wholly faced with 
granite,eand embellished with bronze re- 
lief lettering, and a modern clock with 
exposed hands and numerals. It was the 
first change in the store in 20 years, and 
should result in better business for Mr. 
Rad. 

G. H. Niemeyer, chairman of the ban- 
quet committee of the Jewelers’ 24-Karat 
Club, has announced that the following 
will constitute the committee: Frank S. 
Demarest, Harold H. Gibson, P. Irving 
Grinberg, Walter N. Kahn, Raymond 
Mehrlust, Reginald Reichman, and Jer- 
ome Richheimer. The banquet will again 
be held at the Waldorf-Astoria, on Sat- 
urday, Jan. 13. P. M. Fahrendorf. presi- 
dent of THe Jeweters’ Crrcu.ar-Key- 
STONE, was elected to membership at the 
last regular meeting. The next regular 
meeting will be held on Tuesday, Nov. 6, 
and the annual meeting on Thursday, 
Dec. 28. 

Members of the Associated Credit 
Jewelers of New York and New Jersey 
were virtually unanimous in their views 
that merchants should not buy goods be- 
yond their normal needs, at this time. The 
subject was raised during a discussion of 
the effects of the war abroad, at a meet- 
ing held at the Hotel McAlpin, Oct. 17. 
Disapproval was expressed of the ten- 
dency on the part of some manufacturers 
and wholesalers to raise prices. The con- 
sensus was that higher prices would be 
reflected in lowered sales volume and 
smaller earnings for retail stores. The 
advent of Macy’s into the instalment field 
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STOP WATCHES 


Low-Prieed Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-11 
BRENET WATCH CO. 
266 W. 40th St.,New York 
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§. J. SURNAMER CO.—370-7th Ave.. N.Y. 





ENCRUSTERS 
STONE RINGS ENGRAVED 
e@ CRESTS @ DRILLERS 


@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished witheut obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 














Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapida 
Work Carefully and Promptly Fille 
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Whitelaw Brothers 


DIAMONDS 


48 West 48th St., New York, N. Y. 
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BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City. 
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FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
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THIS HIGH SPEED AGE 
Ils Dependent On Correct Time 
It Has No Patience With Set 

Mainsprings 
USE SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 


They Furnish Efficient Power For 
Watches 


Patented Made in U.S.A. 

By 
WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson Street New York City 
A Sure Source of Supply 

















Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. & New York 








DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since I9II. 


Fred. F. Schwartz 
87 Nassau St. N. Y. C. 

















Arch CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














Antique Jewelry 
( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 
monds; with enameling. 
Send for quotations 
JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ° 


NEW YORK, N. Y. 














was a topic for comment. The date for 
the sixth annual dinner dance in the 
grand ballroom of the Waldorf-Astoria, 
on Sunday, March 17, was confirmed. 
William Van Busch, who has been chair- 
man of the general committee each year, 
was granted a furlough. M. S. Abelson, 
of Abelson’s, will assume the job, and 
will be assisted by Vice-chairmen Jack 
Rose, of Busch Jewelry Co. and Bernie 
Robinson, of Finlay-Straus, Inc. They 
will appoint their committees. 

William Dattelbaum, founder in 1875 
of the business of Dattelbaum & Fried- 
man, now at 1 W. 47th St., which is 
claimed to be the oldest firm manufac- 
turing rings exclusively, died on Sept. 16, 
in his 88th year. Despite his years, Mr. 
Dattelbaum continued to enjoy good 
health, and spent his winters in Florida, 
and his summers with his children in 
New York. He became affiliated with the 
jewelry industry when he came to Amer- 
ica alone as a boy of 19. He retired 
from the business he started in 1920. He 
was the only surviving member of the 
First Young Men’s Cracow Association 
No. 1, which he helped organize in 1895. 
He also helped organize the Cracow 
Charity and Aid Society. In 1925 he 
and a few other men organized the 
United Home for Aged Hebrews, located 
in New Rochelle, of which he was a di- 
rector. He also belonged to B’nai B’rith, 
Royal Arcanum and many other charita- 
ble institutions such as the Jewish Con- 
sumptives of Denver, United Daughters 
of Jacob and the Federation for the Sup- 
port of Jewish Philanthropic Societies. 
Two sons, Martin and Ben, are members 
of the ring firm. 

“What the U. S. Government Might 
Expect of the Watchmaker in Case of 
War,” is the timely subject of a paper 
being prepared by authorities in Wash- 
ington, especially for delivery at the No- 
vember meeting of the Horological So- 
ciety of New York, on Tuesday evening, 
Nov. 7. This is another one in a series 
of interesting evenings’ which have been 
prepared for the Winter season.* One of 
the most valuable talks ever given at 
one of the society’s meetings was a lec- 
ture by J. A. Scheick, sales engineer in 
the industrial division of Bausch & Lomb, 
makers of optical instruments, on the 
topic, “The Care of the Watchmaker’s 
Eyes and Optical Habits, Practices and 
Principles Concerning Optical Aids to 
the Watchmaker.” The talk was illus- 
trated with slides and complicated op- 





tical instruments. With the latter he jj. 
lustrated faults of vision, corrective mea- 
sures and aids, and showed what loupes 
really do to and for the eyes. He dem. 
onstrated the faults and poor quality of 
cheap imported loupes and made sugges. 
tions of proper optical habits. Andrew 
Park, president, announced that the an- 
nual banquet will be held at the Hote} 
St. Moritz, on Sunday evening, Feb. 11, 

The diamond is the only suitable stone 
for an engagement ring, it was agreed 
by the jewelers attending the monthly 
meeting of the Brooklyn R.J.A., on 
Wednesday evening, Oct. 18, in the John- 
son Bldg. Phineas Peters, president, 
voiced the opinion that American jew- 
elers should spread the propaganda that 
only the diamond is proper and accepta- 
ble in an engagement ring. He told that 
in recent years young men have been 
giving almost any stone to their fiancees, 
and in many instances have been elimi- 
nating the engagement ring entirely, let- 
ting a diamond wedding band suffice, 
Mr. Peters believes that the jewelers can 
do a lot to reeducate young people to the 
desirability of the diamond. Both Mr, 
Peters and Ross A. Baer, counsellor, 
advised the members to be cautious in 
their buying, and not to be misled into 
believing that there will be any shortage 
in supplies as a result of the war abroad, 
Henry Astor and Hyman Goldschmidt, 
urged members to subscribe to shares in 
the Jewelers Credit Union, which was in- 
corporated to provide jewelers with an 
easy means of procuring loads. The as- 
sociation voted a contribution to the 
Jewelry Industry Publicity Board, and 
members were urged to make individual 
contributions. 





Eight New Junior Gemologists 


Los Ancetes—The Gemological In- 
stitute of America last month awarded 
the title of Junior Gemologist to the 
following members: 


Mrs. Ella J. Bird, Peterson’s, Inc., Need- 
ham, Mass. 

A. A. Griswold, Philip H. Stevens Co., Hart- 
ford, Conn. 

H. E. Hawk, Argoe & Lehne, Columbus, 0. 

H. E. Hedman, Philip H. Stevens Co., Hart- 
ford, Conn. 

Heywood B. Macomber, Shreve, Crump & 
Low Co., Boston, Mass. 

Arthur H. Schlanderer, Schlanderer & Sons, 
Ann Arbor, Mich. 

A. E. Simandle, c/o Geo. Beattie, Cleve- 
land, O. 

Robert Terwilliger, The Philip H. Stevens 
Co., Hartford, Conn. 





MAIDEN LANE SOCIETY HAS BEEFSTEAK DINNER 


Gathering at the Hotel Warwick, New York City, Tuesday evening, Oct. 17, the Maiden Lane 






Historical Society held its annual dinner and reunion. Following cocktails and a social get- 
together a beefsteak dinner was served to the 125 members in attendance and the party 
closed with an extensive and enjoyable floor show. 
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New Jersey Watchmakers 
Join With Jersey Jewelers 
In Fight for Horology Act 


Iavincron, N. J.—The Watchmakers 
Association of New Jersey, Inc., meet- 
ing Sunday afternoon, Oct. 15, was in- 
vited to join with the New Jersey 
R.J.A. in an effort to secure a state 
watchmaker licensing law. Louis Hai- 
mann, Morristown, N. J., vice-president 
of the jewelers’ association made the 
suggestion and gave details of the suc- 
cessful campaign waged for a second- 
hand watch law. 

C. E. Cashmore, Roselle, N. J., secre- 
tary, reported that the association has 
been granted Charter No. 45, by the 
United Horological Association. Thirty 
enrolled during the meeting to bring the 
roster to 75. About 70 persons from the 
northern counties attended the session. 
The method for organizing county guilds 
was explained by the president, George 
Doehrmann, Elizabeth, N. J. Those seek- 
ing information about the association 
may communicate with Secretary Cash- 
more, 812 Chestnut St., Roselle. The next 
meeting will be held early in January. 





Security Alliance Gives Rewards 
For Aid in Ten Arrests 


The enrollment of 36 new members 
since the last quarterly meeting of the 
Jewelers Security Alliance, was reported 
by Secretary James H. Noyes, at a meet- 
ing in New York, Oct. 13. Mr. Noyes 
also reported the payment of 10 rewards 
to individuals for information leading 
to arrests in connection with thefts and 
hold-ups at the following stores: Cooley’s, 
Flint, Mich.; F. D. Fogg, Albuquerque, 
N. M.; Goldman Jewelry Co., Kansas 
City, Mo.; Hess & Culbertson Jewelry 
Co., St. Louis, Mo.; E. B. Horn Co., 
Boston; Marks Bros., Chicago; E. F. 
Minder, St. James, Minn.; L. H. O’Don- 
nell, Kittanning, Pa.; C. L. Schlom, 
Greenville, Miss., and J. W. Ware, San 
Diego, Cal. 

Mr. Noyes reported a marked increase 
in the number of swindles being perpe- 
trated on jewelers this fall. He advised 
that jewelers make it a positive rule not 
to accept anything but real money from 
customers, unless they know them well 
and are sure that their credit or check 
is good. 


New Jersey R. J. A. Elects 
Rad, West New York, President 


Newark, N. J.—L. J. Rad, of West 
New York, N. J., was elected president, 
and Louis Haimann, Morristown, N. J., 
vice-president of the New Jersey R.J.A. 
at a special election held Sept. 26 at 
Hotel Douglas. Henry C. Gelula, At- 
lantic City, had been elected secretary, 
and Bertrond A. Weber, Ridgewood, 
treasurer, at a meeting July 26. Trustees 
are: Mr. Weber, Mr. Haimann, Mr. Rad, 
Mr. Gelula, H. V. Paul, William 
Schoppy, the retiring president; Joseph 
Imbelloni, Carl A. Lund, George Fort, 
Henry Aurnhammer. Walter Burchell, 
Milton Lifland, William Baird and 
Arthur Reichel. 

William Wagner, New York, of the 
Jewelers Enforcement Committee, who 
has worked with the association in draft- 
ing the state’s second-hand watch law, 
spoke at a dinner meeting, at the Doug- 
las on Oct. 24. 
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HIS VOICE IS STILL 





James L. Hand 


The man who probably did more than 
any other to dignify the jewelry store 
auction sale, James L. Hand, died Sept. 
27 in his apartment, 1 Fifth Ave., New 
York, after a prolonged illness. He was 
64 years old. 

Mr. Hand was connected with the 
jewelry trade for 40 years, the last 29 
of which he was associated with Charles 
Wilbur, at 9 Maiden Lane, in the auc- 
tioneering business. About 1919 Mr. 
Hand and Mr. Wilbur bought the whole- 
sale jewelry business of Edward S. 
Smith, which they continued until about 
1936. 

Mr. Hand and Mr. Wilbur conducted 
high-grade auctions for jewelers through- 
out the country. His business ethics and 
sterling qualities as a man did much to 
remove the stigma from jewelry auctions. 
In articles he prepared for this journal 
he justified the auction as a blessing to 
the legitimate jeweler who needs cash to 
maintain his credit, or must reduce ex- 
cessive inventories. 

About three months ago Mr. Hand 
became ill at his summer home at Lake 
George, N. Y., where he and Mrs. Hand 
were prominent in the Summer Colony 
for 20 years. After six weeks in an 
Albany hospital he had apparently re- 
covered. Besides Mrs. Hand he is sur- 
vived by a brother, Charles S. Hand, 
assistant to the president of the United 
States Lines. 

His funeral at St. Francis Xavier 
Church, in Manhattan, was largely at- 
tended by his many friends. Many prom- 
inent figures in the civic life of New 
York were honorary pallbearers. The 
many floral tributes filled two large 
limousines. Interment was made at his 
birthplace in Paterson, N. J. 





ALANS, SYRACUSE, EXPANDS 


Syracuse, N. Y.—Alans jewelry store, 
S. Salina and W. Jefferson St. has com- 
pleted alterations which have doubled its 
floor space. Managed by Harry Kaye, 
the enlarged store will also double its 
personnel which now includes ten em- 
ployees. Air-conditioning, indirect illu- 
mination from fluorescent tubes and 
acoustically-treated walls and ceilings 
are features of the new store. 


BRENNER STORE OPENS 


Baravia, N. Y.—This town will have 
a new jewelry business on Oct. 27, when 
Herbert R. Brenner opens a store under 
the name of Brenner Jewelry Co., Inc., 
at 124 Main St. 
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| 87 NASSAU ST. 


The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


NEW YORK, -N. Y. 
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SERVICE 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 














KLGIN & BELMAR 
———W ATCHES 
LOUIS SICKLES 


1015 Chestnut St, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 









BYARD F. BROGA 


Manulacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


RY Broad and Somerset Streets 
; PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 
713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 


Engravers, Jewelers 
Write for free book “Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 


Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


FX. ZIRNKILTON 2!4,2,(274.87 


PHILADELPHIA 

















MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeErR & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 














Louis Sickles, Jr., 1015 Chestnut St., 
completed a three-week business trip 
through the South during October. 

Barr jewelry stores throughout the 
city began their 86th annual sale Nov. 1. 
The sale will last for the remainder of 
the month. 

Elwood Weaver, of Bailey, Banks & 
Biddle Co., 1218 Chestnut St., returned 
to work last month after more than two 
months’ absence. Mr. Weaver, who left 
Aug. 18 for a vacation trip to California, 
became seriously ill shortly after reach- 
ing Los Angeles and was taken to a hos- 
pital for an operation. 

Employees as well as relatives bene- 
fitted in the $60,000 estate left by Robert 
I atchford Saunders, jeweler, of 1717 
Oxford St. Mr. Saunders, who died Sept. 
22, left a will which was probated Oct. 
5. He conducted a jewelry store for 
nearly 50 years at 5 S. 8th St. In the 
will, Mr. Saunders left $8,000 to Valen- 
tine D. Kramer, his eldest employee, 
and $6,000 to John D. Dickson, his watch- 
maker. Both are also to receive a pro 
rata share of the residuary estate. 

A special entertainment program is 
expected to be presented at the Novem- 
ber meeting of the Sansom Street Business 
Men’s Association, the exact date for 
which has not yet been determined. Sam- 
uel Lashof, president of the organiza- 
tion, was praised for his work in getting 
abandoned car tracks removed and the 
street repaved at the meeting held Oct. 
12 in the Hotel Walton. The repairs 
made a definite improvement in the ap- 
pearance of Philadelphia’s “Maiden 
Lane.” 

A basketball team representing the 
House of Milner, 728 Sansom St., de- 
feated a team representing Sansom St. 
diamond setters and jewelers, Oct. 17, 
at an 8th and Locust Sts. court. The 
score was 28 to 23. Members of the 
Milner team included Fred Weisberg, 
Herman Locke, Herbert Cozer, Michael 
Orloff and Joseph Schuster. Members 
of the diamond setters’ and jewelers’ 
team included Joseph Frantz, Joseph 
Swart”, Mervin Berg, Harry Snagg and 
Ray Scala. 

Approximately 25 watchmakers have 
enrolled to date for special educational 
sessions being conducted this year for 
the first time by the Philadelphia Horo- 
logical Guild. Classes in escapement 
work and gearing are held the second 
and third Tuesday evenings of each 
month at the Franklin Institute and 
all watchmakers in the city and vicinity 
have been invited to attend. Begun last 
month, the classes are taught by mem- 
bers of the guild and are of value to 
both veteran and beginning watchmen. 

As reward for their efforts during an 
August drive when the firm’s repair busi- 
ness was more than doubled, 95 em- 
ployees of S. Kind & Sons. Chestnut St. 
at Broad, were given a dinner at the 
Arcadia Restaurant, Oct. 11, two days 
after Philadelphia’s famous eating spot 
had reonened under new management. 
Harrv Shimwell, secretary of the. Chest- 
nut Street Association. showed colored 
motion pictures of a trip through Glacier 
and Yellowstone Parks. Dancing and 
cards completed the evening. The August 
drive was held to stimulate business in 
the watch, clock, jewelry, diamond and 
diamond mounting repair departments. 
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Philip Kind, of S. Kind & Sons, ang 
Herman Barr, of the Barr Stores, again 
have been appointed co-chairmen of the 
jewelers’ committee for the Philadelphia 
end of the national Allied Appeal. Both 
men served last year. All Philadelphia 
jewelers were invited to attend an open- 
ing drive dinner at the Arcadia Restay- 
rant, Oct. 30. Josef Milner and and 
Harry Gordon were appointed co-chair- 
men of a Sansom Street jewelers’ sub- 
committee for the campaign. Other mem- 
bers of the Sansom Street sub-committee 
include: Samuel Cohan, H. B. Gording, 
Ben Meyer, Arnold Gordon, Arthur 
Aisenstein, Michael Orloff, Samuel Las- 
hof, David Gersh, Herman Dubrow, H. 
N. Caplan, Barney Tratenberg, David 
Cooper, Al Hoffman and I. Shifren. 





Joseph B. Bechtel & Co. Celebrates 





Joseph B. Bechtel 


PHILADELPHIA—An important milestone 
in the history of a widely known and 
highly respected wholesale jewelry firm 
was reached the night of Nov. 1, when 
Joseph B. Bechtel & Co., 729 Sansom 
St., celebrated its 45th anniversary. 

Joseph B. Bechtel, who is treasurer 
of the National Wholesale Jewelers As- 
sociation, and Mrs. Bechtel were hosts 
to a number of friends of the firm ata 
dinner party in the Robert Morris Hotel. 





LAUBHEIM OPENS !ITH STORE 


Harrissurc, Pa.—Charles Laubheim, 
Harrisburg jeweler, opened the newest 
addition to his group of stores Oct. 19, 
at Millersburg, Pa. 

Mr. Laubheim, who operates 11 retail 
stores in Pennsylvania, Maryland and 
West Virginia, has been associated with 
the jewelry business in Harrisburg for 
the past 29 years. 





3 GET 10-YEAR TERMS 


GREENEVILLE, TENN.—Prison sentences 
of 10 years each were meted out to three 
men for violation of the National Stolen 
Property Act, by Federal Judge George 
C. Taylor, sitting here. A fourth man 
was placed on probation. The four were 
charged with transportation of $5,575 
worth of jewelry from McElrath Jewelry 
Store, Blackburn, Va. 
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Fire in a polishing blower at the plant 
of Shields, Inc., Attleboro, caused alarm 
on Oct. 4 but firemen extinguished the 
blaze with but slight damage. 

Lupien, Inc., jewelers and opticians at 
22 Broad St., Pawtucket, will open one 
of the most attractive stores in the city 
on Nov. 4. The firm was established in 
1905. 

Horace M. Peck, president of the 
Jewelers Board of ‘Trade has_ been 
appointed permanent receiver for the 
Clayton Co., manufacturers of costume 
jewelry. 

The Jewelers Board of Trade announ- 
ced that the directors at their last meet- 
ing ordered a resolution spread upon the 
records in memory of the late Henry 
Wolcott, who died July 21. 

The Colonial Mfg. Co. has begun busi- 
ness at 756 Eddy St. for the manufacture 
of novelty items. The proprietor of the 
new concern is Abraham Kestenman, 


formerly associated with Kestenman 
Bros. Mfg. Co. 
Three distributors of “Coltstones”, 


newly developed plastic imitation stones, 
have been named for the Providence- 
Attleboro jewelry manufacturing district 
by the Colt Patent Firearms Co., of 
Hartford. The stones will be marketed 
by E. H. Ashley & Co., Inc., Leonard 
Levin Co. and the Oval Importing Co. 

Jack Spindler, salesman for Frank W. 
Smith, Inc., of Gardner Mass., makers 
of silverware, was the victim of a thief 
in Ann Arbor, Mich., Oct. 10. Spindler’s 
car was stolen and with the car went 
$2700 worth of merchandise in his sample 
silver line. The car was recovered later 
but police are still working in an effort 
to locate the merchandise. 

Attendance at the second Fall meeting 
of the Metal Findings Manufacturers 
Association, held in the Narragansett 
Hotel Oct. 4, was the largest in recent 
years, President William G. Lind re- 
ported. Mr. Lind announced that with a 
sharp increase in the business of jewelry 
ornaments and findings, the association 
is increasing its activity and has made 
plans for a drive to include all com- 
panies in the field in its membership. 

The Rhode Island Horological Asso- 
ciation met Oct. 19 at the Narragansett 
Hotel. Leo J. Abisch, president, an- 
nounced that during the past month five 
new members had been enrolled, bring- 
ing the total to more than 100. John 
Haskell, technical engineer of the Brown 
& Sharpe Mfg. Co., addressed the meet- 
ing, discussed clocks and watches as 
built by David Brown, founder of the 
company. The next meeting is scheduled 
for Nov. 16. 

Several new concerns have been incor- 
porated in Rhode Island for the sale or 
manufacture of jewelry and allied prod- 
ucts during the past month. Among them 
were the Sherman Plastic Corp., Provi- 
dence, incorporated by Samuel Temkin, 
Jacob S. Temkin and William E. Brady; 
Mastercraft, Inc., Providence, jewelry, 
metals and precious stones, incorporated 
by Richard V. Ratigan, Francis A. 
Manzi and Virginia M. Warren; Carl V. 
Osterberg, jewelry manufacturing by 
Roger T. Clapp, Isadore Paisner and S. 
Everett Wilkins, Jr. 

Stockholders of the New England 
Manufacturing Jewelers & Silversmiths 
Association were scheduled to meet 
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Thursday, Oct. 26, for their annual meet- 
ing and election of officers. Dinner was 
to be served in the main ballroom of the 
Biltmore Hotel. Donald J. Moore was 
guest speaker for the evening. A former 
export manager for the Fiberloid Co. 
and for the past 15 years serving some 
of the local jewelry manufacturers in a 
similar capacity, Mr. Moore, following 
his talk, was to answer questions of the 
members regarding export trade. 

Employees of the J. A. Foster Co. 
held their first annual dinner and meet- 
ing Sept. 27 at the Pomham Club, East 
Providence, and elected Leo J. Abisch as 
the first president of the employees’ as- 
sociation. Mrs, Lena Brown was elected 
secretary and George Ludlow was named 
treasurer. Approximately 45 employees 
of the retail jewelry store and of the 
Weybosset Jewelry Co. attended. Among 
the guests were Bernard Boas, president 
and general manager, and J. Leroy 
Foster. The entertainment program in- 
cluded feats of magic, songs and piano 
selections, followed by dancing. Agnes 
Roberts, James Crumley and Mr. Abisch 
constituted the committee on arrange- 
ments. 


AUGUST IMPORTS 


Article Number Value 
Watches and watch move- 

WE ecarveskaneeues 294,440 $818,160 
WG COE Scieccauce: seaaus a 
Clock and clock move- 

WOM wawala a wa ced orn 1,057 6,470 
Diamonds— 

Rough, uncut ...... 13,522 cts. 696,945 

oo eee 45,539 cts. 2,513,014 
Pearls— 

MEME cocacunuwene weeks 18,512 

Cultured or cultivated ...... 21,587 
Other precious or semi- 

Precious stones— 
ee eee 7,264 
Coe WN bias acden excuse 175,864 


GILMORE & CO. OPENS 


San Francisco, Car.—Charles B. Gil- 
more, formerly of Houston, Gilmore & 
Co., on Sept. 25 opened a business under 
the name of Gilmore & Co., in the 
Schroth Bldg., 240 Stockton St. 








FIRST PRIZE WINNER in Ronson's "Library of 


Laughs'' contest conducted at the New York 
World's Fair is Nathan Sperber, 20 years old, 
of The Bronx. Majoring in chemistry at the 
City College of New York, he plans to use his 
prize money towards a master's degree. Ronald 
Bloom, jeweler at 1306 Wilkins Ave., The Bronx, 
presents the award. The laughing mannikin at 
the Ronson exhibit at the Fair was the inspira- 
tion for this contest. Contestants were required 
to show most effectively the faces of the spec- 
tators as they laughed with the robust mechani- 
cal man. 
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Dictograph Products Co. Consents 
To Decree in Suit Brought 
By Schick Dry Shaver, Inc. 


Dictograph Products Co., Inc., manu- 
facturer of the Packard-Lektro Shaver, 
recently signed a consent to the entry 
of a final decree in the patent infringe- 
ment suit which Schick Dry Shaver, Inc., 
had been prosecuting since February, 
1936, and in which the Schick companies 
had secured an interlocutory decree and 
injunction in the District Court. 

Ralph J. Cordiner, president of the 
Schick Co., said that Schick has insti- 
tuted patent suits against a number of 
competitive manufacturers, and_ that 
five of these suits have already been 
decided in the lower courts in favor of 
the Schick interests. Mr. Cordiner stated 
that his company will not act against 
distributors and dealers of the Packard 


product. 
To 








-Manufacturers of Pocket 
Knives, also Comb and File 
Sets for Good Will Gifts. 
Your Trade Mark, Sehnol or 
Fraternal emblem imprinted. 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superis * polish—made by silver- 
smiths fos jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 
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SCHOOL OF OPTOMETRY 
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Administrative Office 
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250 Sterling Charms in Illustrated Catalog on reques 
WELLS MFG. CO., ATTLEBORO, MASS 



































HAVE YOU SEEN— 
THE 

1940 
ae 


wy, ENGEL 
CATALOG??? 


T is full of new, fast-sell- 

ing merchandise. You'll 
find in its pages complete 
lines of watches, clocks, sil- 
verware, jewelry, luggage 
and novelties. 





F you haven't received a 
a copy of the new 1940 
Engel catalog, write for it 


now. 
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LEADING THE WAY 
TO A HARVEST OF PROFITS! 
It's Good Business 
To Buy Our Complete Line of Jewelry 
and 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and our extensive line of 


EASTON WATCHES 
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BALTIMORE, MD. 
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The Hugh Jewelry Co. has been estab- 
lished at Shelby, N. C. 

Tucker Jewelry Co., 90 Plaza Way, 
Atlanta, Ga. is enlarging and remodeling 
its present store. 

The Mayfair Jewelry Co. has been 
opened at 205 Broad Ave., Albany, Ga., 
M. J. Saville, Jr., manager. 

Sidney Kosch, a jeweler of Spartan- 
burg, S. C., recently visited Baltimore 
dealers and manufacturers. 

The Diamond Jewelry Co., of Miami, 
Fla. has been chartered by Sam Stearns, 
Norman Cox and P. Crossman. 

Morris Levinson, father of Morris 
Levinson, of the Morris Jewelry Co., 
Gastonia, N. C., died last month. 

David Morstein, a jeweler long estab- 
lished at 1019 Light St., Baltimore, has 
moved to a new location a few doors 
away. 

Shaw Jewelry Co., has opened a new 
unit at Houston, Tex. the corporation 
operates other stores at San Antonio 
and Dallas. 

Phil A. Dallmeyer, Jefferson City, Mo. 
jewelry store, had an exhibit of silver 
and glassware at the cooking school 
staged in the Missouri capital city this 
autumn. 

A thief smashed a glass in the door of 
A. R. Via Brothers’ jewelry store at 
South Boston, Va., Oct. 15 and made 
away with merchandise valued at several 
hundred dollars. 

The office and sales force of Fried- 
man’s Jewelers, Columbia, S. C., cele- 
brated Founders’ Day with a banquet at 
the Jefferson Hotel Oct. 5. It was the 
firm’s 20th anniversary. 

Twelve watches valued at $250 were 
stolen from an inside display case at 
Livingston’s, Inc., Louisville, Ky., by a 
thief who smashed the glass in the front 
door with a brick early last month. 

Thieves who sawed their way through 
a second floor rear window escaped with 
$5000 worth of watches and other mer- 
chandise from the store of the Cooper 
Jewelry Co., 431 Granby St., Norfolk, 
Va. 

Martin & Krebs, 319 W. Walnut St., 
Louisville, Ky., have leased property on 
the other side of Walnut St., less than a 
half block from the present location. The 
old location had been occupied about 
three years. 

H. F. Linder Jewelry Co. 5 Plaza Way, 
Atlanta, Ga. recently was robbed of 
three diamond rings, valued at $600, by 
a man who reached over one of the 
show-cases and extracted three rings 
while ‘salesmen were waiting on other 
customers. Salesmen in the store said 
the man’s arms must be as long as those 
of a gorilla. 

A modern new jewelry store at Market 
& Fourth Sts., Wilmington, Del., was 
opened Sept. 29, by Joseph W. Braiger, 
who has engaged in the jewelry business 
in Wilmington since 1925. 

W. C. Cochran, a jewelry salesman of 
Kansas City, on Sept. 25 reported to 
police that thieves had broken into his 
parked car in Louisville, Ky. and stolen 
$700 worth of rings, a typewriter and 
clothing. Part of the jewelry was later 
recovered in the arrest of some local 
boys. 

George T. Brodnax, jewelers in Mem- 
phis have announced plans for remodel- 
ing their quarters. Another entrance for 
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the public will be cut from the Monroe 
St. side and a loading entrance will he 


cut from the alley. Lighting fixtures 
will be changed and the interior will be 
redecorated. 

Ernest P. Tomlinson has purchased all 
stock in the old Atlanta, Ga., firm of 
Megahee & Tomlinson, of which he was 
a partner for 27 years, and has changed 
the name to the Ernest P. Tomlinson 
Jewelry Co. He will modernize the store 
at 14 Auburn Ave. Mr. Tomlinson has 
been secretary, vice-president and presi- 
dent of the Georgia R.J.A.. 

Halverstadt & Latham, Ine., have 
leased space at 128 Peachtree St., At- 
lanta, Ga., in the Rhodes-Haverty Bldg, 
and will soon open a modern retail 
jewelry store there. James A. Halver- 
stadt is president and treasurer; Thomas 
H. Latham, vice-president, and Harry 
Vandergriff, secretary. The three for- 
merly operated the Latham & Halver- 
stadt Co., at 2 Edgewood Ave. 

The ten teams competing in the contest 
of the Jewelers’ Bowling League, have 
gone on steadily with their activities, and 
at the close of the games played on the 
night of Oct. 19 the South Baltimore 
Jewelers were ahead with 16 games won 
and only two lost. The H. J. Schwarz 
quintet was close behind with 14 won 
and four lost, while the Leon Levi ag- 
gregation was the tail-ender with a single 
game won and 17 lost. The high scores 
made were: C. Johnson, one game, 158; 
W. Matusky, three games, 392; South 
Baltimore Jewelers, one game, 614; S. & 
N. Katz, three games, 1674. 








BIG GAME HUNTER—C. F. Nilson, watchmaker 
for Linz Bros., Dallas, Tex., is a versatile man. 
Always interested in guns and hunting, in Octo- 
ber, 1934, he killed a Wyoming moose that 
weighed 1600 pounds and had a 53-inch spread. 
Mr. Nilson's trophy is fourth in size among 
known moose heads as set forth in the 1939 


U. S$. record book. Watchmaker Nilson got 
interested in guns through picking up old fire- 
arms and remodeling them. He often made 
missing parts and built new stocks making good 
returns for his time devoted to this work. 


Handy Mr. Nilson branched into saddle-making 
when a leather manufacturer sent him a number 
of embossing dies to recut. Engraving being 
another of his arts, he soon began making silver- 
mounted saddles and bridles in his spare time. 
The saddle in the picture is valued at $300. 
Right now Mr. Nilson is making his third big 
silver-mounted saddle, doing the leather work 
as well as the mounting. 
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Maier & Berkele, Savannah, 
Announces Installment Plan 


SavannaH, Ga.—Russell V. McHugh, 
of Little Rock, Ark., has been named pro- 
duction manager and sales director for 
the Savannah store of Maier and Ber- 
kele, Inc. At the same time, the policy 
of the store will be changed from a “cash 
basis only” to a ten-pay installment plan 
with 10 per cent being paid down on 
purchases and the balance in 10 divided 
payments without carrying charges. 
Walter Metzger will remain as manager 
in charge of the store, according to 
Frank Maier, who was a recent visitor 
in Savannah, and there will be no 
changes in the store’s personnel. 





South Carolina Credit Jewelers 
Organize; Brooks Is President 


SparTANBURG, S. C.—The South Caro- 
lina Retail Credit Jewelers Association 
was recently organized, with membership 
by invitation. Its purpose is to better 
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the retail credit business and bring about 
closer relationships between the credit 
jewelers of the state. 

Officers are C. M. Brooks, Spartan- 
burg, president; Paul H. Nunnery, 
president of the Jewel Box, Columbia, 
vice-president; Haskel Henley, Green- 
wood, treasurer,. and B. M. Brown, 
Laurens, secretary. 





MISS AMERICA DRAWS CROWD 


Witmincton, Det.—Miss America of 
1939 daintily snipped a wide pink ribbon 
which formally opened the Morris Square 
Deal Store, Wilmington’s newest jewelry 
firm at 813 Market St., on Oct. 14. The 
beauty, Miss Patricia Mary Donnelly, 
of Detroit, presented Shirley Temple 
dolls to the first 100 persons who en- 
tered the store. Other souvenirs were 
passed out to about 1000 persons who 
were on hand when the store was un- 
locked. Edward Morris, president of 
the company, and Jack P. Roberts, gen- 
eral manager, were present. 





STRANGELY ENOUGH 





By Walter Galli 
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FOLLOWING THE CONQUEST OF THE INCAS, THE NUMBER OF 
PRECIOUS STONES WHICH THE SPANIARDS TOOK FROM THE \ 
NATIVES MUST HAVE BEEN ENORMOUS...JOSE D'ACOSTA RE- ; BAe 
LATES THAT THE SHIP BY WHICH HE VOYAGED FROM PERU 7 
TO SPAIN IN 1587 CARRIED TWO CASES, EACH OF WHICH CON- 
TAINED NO LESS THAN A HUNDREDWEIGHT OF EMERALDS !! 
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ACCORDING TO AN OLD SUPER- 
STITION-THE EMERALD IS CREDITED 
WITH THE POWER TO SHARPEN 

WITS, QUICKEN THE INTELLIGENCE, 
MAKE ITS POSSESSOR ECONOMICAL. 














THIS LITTLE GIRL WILL HAVE 


Sy HAPPY 
Am CHIRISTMAS 





Tuberculosis is still 
the greatest killer of 
youth . . . and takes 
fifty per cent more 
girls than boys be- 
tween the ages or 15 
and 25! 

Two modern aids that 
help the physician de- 
tect tuberculosis in its 
earliest, curable stage 
are the tuberculin test 
and the chest X-ray. 
Your purchases of Christmas Seals make it pos- 
sible, not only to teach people that tuberculosis is 
preventable and curable, but to look for early 
stages of this dread disease among children who 
seem to be in good health. 

So from now ’til Christmas, mail no letter—send 
no package—unless it is decorated with the Christ- 
mas symbol that saves lives! 


The National, State and Local Tuberculosis 
Associations in the United States 











104-106 WEST 
FAYETTE STREET 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 








HANDBOOK 
FOR THE 


AMATEUR LAPIDARY 
By ). H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 


THE JEWELERS’ CIRCULAR- 
KEYSTONE 


239 West 39th Street 56th & Chestnut Streets 
New York, N. Y. Philadelphia, Pa. 














BOOST SILVER SALES 
Write Us ON YOUR PROMOTION Ideas. 
Well Made, Plain and Chased Sterling. 


A. G. SCHULTZ COMPANY 
423 E. Lombard Street, Baltimore, Maryland 








105 












































GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 

















Relined | Repaired - Replated rermelined 


eat SILVERWARE ae 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 











Srcomparable 
Whlch Case 


@UR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
28 E. Madison St. 


Bring 


CHICAGO, FLL. 





Your JOBBER Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 


















DIAMOND CUTTING 


Re-Cutting Price Net—Special 


and Carat $5; % and % Carat $9 
and Carat 7| % and 1 Carat 16 


Removing Chips $1.50 to $3.00 
Estimates Furnished 
Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 














If you want a Complete Catalog of 


® FULLERS FINDINGS 
{F 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. == 














Send Glass Sizes for Estimate 
Designs and Materiais - ligation 


CAMDEN Co. 160 N.Wells St. 


CHICAGO. ILL. 








Fred Hyatt, president of the Keystone 
Watch Case Co., spent several days in 
Chicago recently visiting their local office 
and calling on many friends in the trade. 

Ray Sturdy, of Cheever, Tweedy & 
Co., North Attleboro, spent a few days 
in Chicago last month calling on the 
trade with their Chicago representative, 
George Dahlman. . 

John G. Leiner of Benj. Allen & Co. 
enjoyed a two weeks’ automobile vaca- 
tion trip through the Smoky Mountains 
to Asheville, N. C., last month, accom- 
panied by Mrs. Leiner and his sister. 

Benjamin Turman, well known to the 
trade in the Chicago territory and until 
recently associated with Arnstine Bros. 
& Co., has established his own diamond 
business with office and sales room in 
Suite 1805 of the Heyworth building. 

Ross Atkinson, Hamilton Watch Co., 
stopped in Chicago last month en route 
to Kansas City where he joined Gene 
and Herb Kiger, C. A. Kiger & Com- 
pany, for an automobile trip to Redfield, 
S. D., for two weeks of pheasant shoot- 
ing. 

Charls C. Johnstone, who was located 
for many years at 179 W. Washington 
St., and for the past few years at 7 W. 
Madison St., has returned to his old 
Washington St. address where he has in- 
creased his watch repairing facilities and 
installed a complete stock of merchan- 
dise. 

A. W. Church and Otto A. Starke, 
Star Watch Case Co., came to Chicago 
from Ludington for a few days last 
month to look over their Chicago office 
and visit friends in the trade. Mr. 
Church said he had been giving his 
hounds some intensive training and would 
be busy hunting for the next few weeks. 

The corporation of Grimm & Judae 
Co. was dissolved Oct. 1 and the busi- 
ness is being continued at 31 N. State 
St., as Otto Judae & Co. with Otto 
Judae sole proprietor. Mr. Judae is well 
known in the jewelry and special manu- 
facturing business having operated in 
his present quarters for more than 25 
years. 

William Gibson, Cole & Young, who 
retired as president of the National 
Association of Credit Jewelers on Sept. 
20 after serving five years, left the next 
day accompanied by Mrs. Gibson for 
Detroit and a trip through Canada to 
Quebec. Returning, they visited I.ake 
Placid and New York and arrived home 
Oct. 12. 

Henry C. Smith, for many years a re- 
tail jeweler in Miles City, Mont., and 
mayor of the city for several terms, 
visited in the trade here last month 
while on an automobile vacation trip 
acompanied by Mrs. Smith. From Chi- 
cago they went to Charleston, S. C., and 
up the coast to Washington and other 
eastern cities. 

H. Kurzon Co., formerly located at 
17 N. Wabash Ave., have moved to 5 S. 
Wabash Ave., where they have estab- 
lished a show room and sales office in 
room 807, with a reserve stock room on 
another floor. They now have completely 
modern equipped quarters with a com- 
plete line of new merchandise. David J. 
Richelle is sales manager. 

Howard Hollander, diamond cutter, 
31 N. State St., returned home early in 
October after an interesting and event- 
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ful two months’ trip to Europe. After 
visiting briefly in England, he went to 
Palestine to visit his parents and ex- 
pected to return by way of France and 
Belgium. However, the war made him 
rearrange his plans. From Palestine he 
flew to Greece and went from there to 
Portugal where he secured passage for 
America on a small freighter. 

Members of the Jewelers Club of Chi- 
cago enjoyed a dinner and get-together 
Monday night, Oct. 2, the details of 
which were arranged by Maury (Mickey 
Mouse) Gold of Marathon Co., chairman 
of the sports and pastimes committee. 
President Charlie Brown, Stein & EIll- 
bogen Co., introduced past presidents of 
jewelry organizations and _past-Chanti- 
cleers of the Golden Roosters and then 
introduced R. R. Woodward, of Amer- 
ican Air Lines, who presented an inter- 
esting sound picture depicting the devel- 
opment of aviation in America. Until a 
late hour bridge, cribbage, poker, pool 
and ping-pong were enjoyed. The suc- 
cess of this evening gives assurance of 
more club nights during the winter. 

Members of the Golden Roosters held 
their pre-frolic meeting at the Jewelers 
Club the night of Oct. 19 with Chan- 
ticleer Allen Pinero presiding. Routine 
business was transacted and the follow- 
ing “eggs” were selected for incubation 
at the Fall Frolic to be held the night of 
Nov. 16: Hugh D. Kenney, Knapp-Mon- 
arch Mfg. Co.; Al. Green, Longines- 
Wittnauer Co.; William Bart, Jacoby- 
Bender Co.; Milton S. Ash, Paul H. 
Samuels, Inc.; Stanley D. Anderson and 
Hans J. Bagge, J. Milhening, Inc.; S. 
Feldman, Turow & Feldman. Each year 
the Golden Roosters send a number of 
underprivileged boys to summer camp 
for two weeks and from donations re- 
ceived from members at this meeting it 
is believed the number will be larger 
next year. 

The Metropolitan Chicago Chapter of 
the American Gem Society held its an- 
nual meeting Oct. 9 in the Pittsfield 
building. The meeting was called to 
order by President H. Paul Juergens. 
who gave a resume of his talk at the 
Iowa convention in Ft. Dodge, Iowa. 
Oct. 2, and stated that much interest 
was shown by those present. After 
routine business the following officers 
were unanimously re-elected: President, 
H. Paul Juergens, Juergens & Andersen 
Co.; vice-president, George A. Arbogast, 
Arbogast & Holdorf; secretary, Hans 
J. Bagge, J. Milhening. Inc.; treasurer. 
Jack H. Lund, Fred M. Lund Co. Several 
guests were present and were called on 
for short talks—Mr. Zelodek, Darlington, 
Wis.; Percy Lucas, Schumer Bros. Co. 
Cincinnati, and Arthur Lukitsch, Mont- 
gomery-Ward & Co., Chicago. The meet- 
ing then adjourned and the 30 members 
present proceeded to study an assort- 
ment of green colored stones under the 


‘direction of Dr. A. J. Walcott. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 
Best Workmanship at Lowest Prices 
Prompt Service 
5 South Wabash Ave. Chicago. IIL 
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lowa Retail Jewelers Convene 
At the Same Time and Place 
As Hawkeye Horologists 


Fort Dover, Iowa—More than 100 
jewelers and their wives, and a similar 
number of manufacturers’ representa- 
tives attended the 33rd annual conven- 
tion of the Iowa R.J.A., held here, Oct. 
1-2, in conjunction with the annual meet- 
ing of the Horelogical Association of 
Towa. 

Second-hand watch laws were discussed 
by Nathan Bookin, of Ottumwa, who 
urged that the association seek a bill 
at the next session of the legislature in 
1941. M. L. Svacina, Marshalltown, who 
discussed the matter of jewelry peddling 
in rural communities, suggested that 
members investigate the Green River 
ordinance which regulates such peddling. 

Henry Von Unruh, Cincinnati, 
A.N.R.J.A. regional vice-president, dis- 
cussed national association activities, the 
DeBeers advertising campaign, stamping 
laws, cut-price sales of silverware and 
fair trade laws. 

The benefits of the Jewelry Industry 
Publicity Board work were outlined by 
H. Paul Juergens, Juergens & Ander- 
son, Chicago. A movie on the publicity 
campaign was shown. Orville R. Hagans, 
Denver, Col., national executive secretary 
of the United Horological Association, 
explained the purposes of his association, 
and emphasized the necessity for sales- 
manship on the part of the watchmaker 
in selling his work to the public. An 
educational lecture and demonstration of 
gauges and optical instruments was 
given by R. C. Hoppe, of the Elgin 
Watch Research Department. 

The sessions were conducted by the 
retiring president, H. L. Hands, of Iowa 
City. The retiring secretary is H. C. 
Kirkberg, of this city. 

The election resulted as follows: Louis 
A. Prastka, Cedar Rapids, president; 
Grant Dudgeon, Ames, vice-president; 
Wallace G. Boyson, Cedar Rapids, sec- 
retary-treasurer; and directors, H. O. 
Brightwell, Chariton; Edward Hotka, 
Muscatine; H. O. Woodbury, Newton; 
M. E. Noonan, Eagle Grove. and Howard 
Landhuis, Sheldon. It was decided to 
hold next year’s convention at Waterloo. 

The Horological Association elected 
the following officers: E. L. Berner, Fort 
Dodge, president; :C. T. Arnold, Mar- 
shalltown; H. S. Wohlenberg, Hawarden; 
L. C. Tallman, Ames, and O. Booken, 
Ottumwa. vice-presidents; Perry Berg- 
lund, Sioux City, secretary, and C. M. 
Hewett, Fort Dodge. The directors 
named were: Maurice Bates, Ames; 
Harold E. Hanger, Des Moines; George 
T. Hogg, Oskaloosa; Max Cramer, 
Clarinda; L. K. Burket, Akron, and 
G. F. Bathbun, Council Bluffs. Messrs. 
Booken and Kirkberg were named na- 
tional association trustees. 

The annual golf tournament, with 19 
men competing, at the Fort Dodge Coun- 
try Club, was won by Oscar Olson, Fort 
Dodge, with a medal score of 85. Elmer 
Nelson, Guthrie Center, was second, and 








MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Diamond Setting and Jewelry Work 
Service for Retailers and Jobbers 


Submst us your designs and samples for Special Priees 
The CLYDE STONE CO., MFG. JEWELERS 
University Bidg., Denver, Colo. 
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C. J. White, Rolfe, Iowa, was third. 

The success of the convention was due 
in large part to the Boosters, the travel- 
ing men who call upon the Iowa retail- 
ers. 

An elaborate dinner dance marked the 
close of the convention. A desk set and 
a silver service were presented to Mr. 
Hand and Mr. Kirkberg, respectively. 
J. Beland Rice, Fort Dodge, was toast- 
master. The Boosters entertained the 
first evening at a Dutch supper. 





Chicago Jewelers Association 
Honors Past Presidents; 
Banquet Will Be Held Jan. 16 


Cuicaco—The October luncheon of the 
Chicago Jewelers Association was in 
honor of the past presidents. A large 
representation of the trade was present 
for the meeting in the “House on the 
Roof” of the Sherman Hotel. 

President Myron J. Kelly requested 
silent tribute for the deceased past presi- 
dents and then introduced the past 
presidents who were in attendance by 
seniority: B. C. Allen, (1911-1913), Ben). 
Allen & Co.; John TT. Montgomery, 
(1922-1923), M. A. Mead & Co.; Albert 
L. Ellbogen, (1927-1928), Stein & Ell- 
bogen Co.; H. Paul Juergens (1927- 
1929), Juergens & Andersen Co.; Harry 
E. Radix (1929-1931) Thos. J. Dee & 
Co.; and Howard D. Schaeffer (1934- 
1936) Elgin National Watch Co. Con- 
ditions made it necessary for nine other 
living past presidents to express regret, 
being unable to attend. 

President Kelly said that the organiza- 
tion is now entering its 65th year, as the 
oldest association of business men in 
Chicago, and predicted it would continue 
for another 65 years, and longer. 

Chairman Charles Brown, Stein & 
Ellbogen Co., of the social relations com- 
mittee, reported progress on plans for 
the annual banquet to be held Jan. 16. 





Ronson Telecasts Musical Skit 


The first big-time musical production 
in television to be sponsored by a com- 
mercial organization was “You’re the 
Light of My Life,” presented Sept. 29 
by Ronson, over W2XBS, N.B.C. tele- 
vision station. 

Jane Cavett was one of the principals 
in a skit called “Cigarettiquette” based 
on a Harper’s Bazaar article, which 
demonstrated in satirical fashion the 
major offenses of feminine smokers. 
Among them, the Apache habit of talk- 
ing with a cigarette drolling, the light- 
ing of a cigarette as if it were a Roman 
candle (facial contortions included), or 
throwing smoldering matches about, in- 
stead of using a lighter. The entire skit 
was done in pantomine, with commenta- 
tor, 4 la ew Lehr, expounding on the 
do’s and don’t’s of correct smoking. 

The new Ronson plan of banishing 
“guest burns” from table linens and 
upholstery by replacing matches with 
lighters, was cleverly shown during the 
telecast. 





Quincy, Ill., Licenses Auctions 


Quincy, Inu.—An ordinance licensing 
jewelry auctioneers, providing a license 
fee of $25 per day for a minimum period 
of 10 days, and otherwise regulating the 
auctioning of jewelry, was adopted by 
the city council by a vote of 12 to 1, 
on Oct. 2. The measure was sponsored 
by local jewelers opposed to jewelry 
auctions. 


107 


| 


| 





SS 








WHERE TO BUY 


WATCH DIALS 
| REFINISHED 


: RESTORING | 
Healy G Officienty 


ESSENTIAL TO THE MODERN WATCH 


-KIRK-RICH DIAL CORP. 





Chicago 
Los Angeles Dallas 
Oakland Detroit 
Seattle Pittsburgh 











DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 

















DETROIT, MICH. 
— 
cme WATCH CO. 
5 S.WABASH AVE. CHICAGOILL. 
USED WATCH 
m 
MATERIALS 2z 
i=] 
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USED MOVEMENTS 3 
Geod Condition -) 
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-Size Elgin, W am 
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1 Be = 1, $1.25 what you want! AN 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 






























2% 


GOLD and SILVER 


Scrap and Wastes 


IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 





4 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 


























JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








THe Capinet Fixture Co. 
Designers and Manufacturers 
JEWELRY STORE FIXTURES 

WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 
N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 











_ PITTSBURGH 








George Spies, jeweler of Steubenville, 
O., has returned from a Canadian fishing 
trip. 

3. C. Noyes, president of Oneida Com- 
munity, Ltd., was a recent Pittsburgh 
visitor. 

Peter Kurjan has opened a new 
jewelry store on South Hazel St., 
Youngstown, O. 

F. A. Seemiller of Bauer & Mutschler, 
manufacturing jewelers in the Clark 
Bldg., reports excellent business. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., has re- 
turned from a visit to the home offices in 
Chicago. 

The Terheyden Co., 530 Smithfield 
St., recently installed some handsome 
wall cases, made by the Cabinet Fixture 
Co., of this city. 

J. Loughrey Roberts of John M. 
Roberts & Son Co. has been confined to 
Shadyside Hospital where he recently 
underwent an operation. 

A. O. Frank, formerly associated with 
Roberts jewelry store, Sharon, Pa., has 
opened a jewelry business for himself in 
that thriving community. 

William O. Smith, proprietor of the 
West Penn Jewelry Co., has moved his 
place of business from the Conestoga 
Bldg. to the House Bldg., Smithfield St. 

The Retail Jewelers’ Association of 
Western Pennsylvania has recently taken 
in members from eastern Ohio and north- 
ern West Virginia, according to Attorney 
Herman Hollander, counsel of the Asso- 
ciation. 

The annual fall party of employes of 
the three stores of Joseph De Roy & 
Sons was held at the Concordia Club 
recently with more than 100 in atten- 
dance. Following dinner, brief talks were 
made by Al J. De Roy and Norman J. 
De Roy. Entertainment and dancing 
concluded the evening. 

D. H. De Nardo, credit jeweler of 
Braddock, Pa., has recently completed 
the modernization of his store and in- 
stalled indirect and fluorescent lighting 
systems, the latter being furnished by 
the General Electric Co. Mr. De Nardo 
expects the best holiday business in 
years. Collections are unusually good, 
in fact right now they are running ahead 
of sales he says. 

Formal opening of Max Unger’s 
attractive new credit jewelry store in the 
Oliver Bldg. Oliver Ave. and Smithfield 
St. was held Oct. 7. Visitors were given 
a rose buttonaire, and items, such as salt 
and pepper sets, were given to all those 
purchasing merchandise. Two days after 
the opening, a sneak thief overpowered 








THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN * 
* LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE—CLOCKS—DRESSERWARE 





720-722 PENN AVENUE 








PITTSBURGH, PENNA. 
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Miss Margaret Salmon, clerk, as she was 
about to show him some watches. Herbert 
Taylor, colored porter in the store, gave 
chase and overtook the thief during the 
crowded noon hour at Eighth Ave. and 
Liberty St. He is being*held by police. 

The following were noted among the 
large number of out-of-town jewelers to 
call upon local wholesale houses during 
the past few weeks: M. Kranich, Altoona, 
Pa.; Adrian Ferrier of Brown & Son, 
Donora, Pa.; D. H. De Nardo, Brad- 
dock, Pa.; A. O. Frank, Sharon, Pa; 
Mr. Phillips, Phillips & Andes, Vander- 
grift, Pa.; Morris Borof, Monessen, Pa.; 
Charles Mann, Beaver Falls, Pa.; Her- 
man Eger, Aliquippa, Pa.; Hugh Jack- 
son, Saltsburg, Pa.; Samuel A. Meyer, 
Washington, Pa.; Mr. and Mrs. H. A. 
Liebfarth, Ashland, O.; Peter Kurjan, 
Youngstown, O.; Joe Richblum, Steuben- 
ville, O.; Russell Roll, Grove City, Pa.; 
Frank Lincoff, Weirton, W. Va.; and 
Sam Posin, Wheeling, W. Va. 





Cooper's Feted on Anniversary 


MINNEAPOLIS, Minn.—Mr. and Mrs. 
W. R. Cooper, 3347 E. Calhoun Blvd., 
received flowers, a silver vase and greet- 
ings from employees and former em- 
ployees of the S. H. Clausin & Co., with 
which firm Mr. Cooper had been associ- 
ated for 42 years, on Saturday, Sept. 23, 
when the Coopers celebrated their silver 
wedding anniversary at a family dinner 
at the Curtis Hotel. Mr. Cooper, who 
recently retired after 53 years in the 
trade, had been very active in it, having 
been president of the National Whole- 
sale Jewelers Association in 1923, °24 
and °25. 


Roger's Opens | 7th Store 


SPRINGFIELD, Mass.—The Roger’s Jew- 
elry Store has been opened at 1558 Main 
St. The new store is the 17th of the 
Roger’s chain which has stores through- 
out New England with headquarters in 
Boston. O. J. Snadd, formerly a man- 
ager of the Kay jewelry stores, and for 
15 years in business here, is the manager. 

Edward Huse will be in charge of the 
watch making and repairing department. 





From Ceylon, to Study 

Los AnceLes—An interesting visitor 
at the Gemological Institute of America 
is H. V. Sardha Ratnavira of Colombo, 
Ceylon. Mr. Sardha plans to remain in 
Los Angeles for some months in order 
to complete the gemological courses 
which he began in Colombo a year ago. 





Seattle Manufacturers Elect 


SEATTLE, WasH.—The Seattle Manu- 
facturing Jewelers Association recently 
elected the following officers: Albert 
Spring, president; Milton H. Scholdt, 
vice-president, and Reinhold Eichorn, 
secretary-treasurer. 





JEWELRY REPAIRING 
DIAMOND SETTING @ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 
406 Pittsburgh Life Bidg., Pittsburgh, Pa. 
TELEPHONE: AT. 7848 
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OBITUARIES 


Harey S. Gras, 54, for ten years a 
member of the firm of Vic Lorch & Sons, 
Louisville, Ky., jewelers, died Sept. 30, 
after an illness of six months. Mr. Grab 
was a former internal revenue agent. 

Joun W. Harner, 66, a jeweler in 
Louisville, Ky., for half a century, died 
on Sept. 31. 

Artuur B. Cuarin, 71, a partner in 
the concern of Chapin & O’Brien, Worces- 
ter, Mass., jewelers, died unexpectedly 
on Oct. 16, soon after he had left his 
place of business to start to drive to his 
home in Shrewsbury. He was a 33rd De- 
gree Mason. 

Herman T. Buscn, 45, president of 
Busch, Inec., oldest jewelers of Lansing, 
Mich., died suddenly on Oct. 11 in Henry 
Ford Hospital, Detroit, where he had 
gone for an examination. Death was due 
to a heart attack. Mr. Busch was a past 
president of the Michigan R.J.A. and 
attended all conventions of the N.A.C.J. 
He had taken an active part in his city’s 
government, having been at various times 
a traffic commissioner, a police and fire 
commissioner, and a city councilman. He 
came to Lansing as manager of the Sal- 
lan Jewelry Co.’s store and four years 
later purchased the store. 

Epwarp A. E1:sere, 78, died at his home 
in Buffalo, after a long illness. He was 
one of the founders of the manufacturing 
jewelry firm of King & Eisele. For the 
last 30 years he was head of his own 
firm, E. A. Eisele & Co. He was a de- 
signer of rings and pins. 

Wituiam E. Grarser, 75, jeweler in 
South Buffalo, N. Y., died recently at his 
home, after an illness of several years. 
In 1905 he opened his own shop at 2115 
Seneca St., where he worked and lived 
since. 

Frank Kuvester, 69, Jasper, Ind., 
jeweler since 1892, died Sept. 21, of a 
heart attack. 

Myrtte P. Hurvisvut, 87, founder in 
1880 of the Burt & Hurlbut Jewelry Co. 
in Detroit, Mich., and a former park 
commissioner, died Oct. 11. Mr. Hurlbut 
pioneered the Detroit Zoological Garden 
and founded Children’s Day on Belle 
Isle. 

Ernest G. Sturmer, jeweler in Easton, 
Md., for more than a quarter of a cen- 
tury, died in a Philadelphia hospital, 
Sept. 29. 





Ouiver B. Jackson, 73, Norwalk, 
Conn., jeweler, died Sept. 24. He took 
over his father’s jewelry business in 1918. 


JACOB FREISTADTER 

Bosron—Jacob Freistadter, 62, general 
superintendent of the Waltham Watch 
Co. since 1923, died at his home Oct. 12. 
Born in Austria-Hungary, in 1877, he 
came to this country in 1892. He was 
associated with several watch factories 
as a watchmaker. 

In 1904 he came to Waltham, and was 
employed in the adjusting department 
of the Waltham Watch Co. A clever 
workman and a keen student of the 
“reasons why” of watch manufacturing, 
he was appointed superintendent of 
watch-making in 1912. 

During his 35 years with Waltham, he 
traveled widely in the U. S. and Europe. 
He was actively interested in horological 
improvements, held membership in nu- 
merous horological associations and was 
an honorary member of the Horological 
Institute of America. 





CHARLES P. WOODBURY 

Kansas Crry, Mo.—Charles P. “Tod” 
Woodbury, 50, for several years direct- 
ing manager of the firm of Cady & Olm- 
stead, which was once the leading 
jewelry jewelry store of the city, met 
with sudden death in an automobile acci- 
dent Oct. 1. Mr. Woodbury was driving 
home alone from St. Joseph where as 
president of the Kansas City Bar Asso- 
ciation he had attended the annual meet- 
ing of the Missouri Bar Association. A 
woman was killed and three other occu- 
pants of another car in the crash were 
injured. 

He was a past president of the 
Missouri R.J.A. 


JOHN LESLIE 

Montreat—Canada’s oldest silverware 
expert, John Leslie, died at his home, 
here, on Oct. 10, in his 91st year. Mr. 
Leslie was engaged in the silver manu- 
facturing business with Robert Hendery, 
whose firm he joined as a boy, and later 
became a partner in the firm of Hendery 
& Leslie, which was incorporated with 
Henry Birks & Sons about forty years 
ago. He remained as manager of the 
silver manufacturing department. He 
retired in 1925 when he was made a 
director of Henry Birks & Sons, Ltd. 











ISOTH ANNIVERSARY WATCH—An important addition to the world's list of curious watches of historic 
interest is this timepiece recently made by hand by Benjamin Mellenhoff, past president of the New 
York Horological Society and head technician in the watch repair laboratory of Marcus & Co., New 
York. The maker has dedicated the watch to the year 1939, the |50th anniversary of the inauguration 


of George Washington. The bridge work of the mechanism embodies the year 1939. 


were made so that the figures 1939 would be plain and easy to read, and at the same time allow 


the watch to perform properly and accurately. 


Two-thirds of all the parts were made by hand from raw material. The movement is 19 jewels, stem 
wind and set, and adjusted to five positions and to temperature changes. The case is of sterling 


silver, irridium plated, with hard black enamel. Dial and hands have a trylon and perisphere motif. 
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1914 1939 


29TH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


maTts 


N AL 
EWELERS! 
MU. Piha 


FIRE INSURANCE COMPANY 


} JEWELERS INSURANCE BUILDING 
Or Om) 











Many drawings 





HONOLULU HOSPITALITY 





@ Wreathed in leis, the 
organization of The Lexington is 
waiting to welcome you in charac- 
teristic Hawaiian style! Stop at this 
friendly hotel on your next trip to 
New York—centrally located in the 
heart of the Grand Central area. 


JLOTEL LEXINGTON, 


Lexington Ave. at 48th St., New York 
Charles E, Rochester Vice-President & Managing Director 














FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
16 Wes? Seventh St. Cincinnati, Ohio 











DIAMOND-CUTTING 


expert work... fast service 


2 carat 

sim or- Tar b 4 

7g carat 
34 carat 
Sg carat 
2 carat 
}o Carat 
'4 carat 


$ 9.00 per carat 
. 10.00 per carat 
I. OM ol tater Tara 
. 12.00 per carat 

14.00 per carat 
. 16.00 per carat 
. 18.00 per carat 

26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 








Diamond Rings - - -Specializing in 
Diamond Rings 


you can sell. 


= = «= « « «Largest assort- 
ment and lat- 
est styles. 


Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine Si. Cincinnati, Ohio 


Jewelry 











SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 











Diamond Mountings 
and Wedding Rings 
Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 

















Robert Herzog, associated with Elmer 
T. Herzog, jeweler in Covington, Ky., is 
making a speedy recovery from an ap- 
pendicitis operation. 

The business of Heileman & Roth, 
manufacturing jewelers, is headed by 
Richard Heileman, following the death 
of his brother, Charles Heileman, founder 
of the firm. 

Mr. and Mrs. Louis Dolf last month 
visited the World’s Fair in New York. 
Dolf, who is a member of Beck & Dolf, 
Camp Washington jewelers, visited a 
brother on Long Island. 

His first visit as regional vice-presi- 
dent of A.N.R.J.A. was made by Henry 
W. Von Unruh. 932 E. McMillan St. It 
consisted of appearing before the Iowa 
R.J.A. convention at Ft. Dodge in Octo- 
ber. Von Unruh is the immediate past 
president of the Ohio R.J.A. 

A head-on collision between two auto- 
mobiles caused the death of George 
Deufel, 28, watchmaker. Deufel, a pas- 
senger in one car, suffered a fractured 
skull and was killed instantly. Deufel 
was a member of the staff of the Gruen 
Watch Co. He had been in the United 
States 11 years. 

Formal announcement of the engage- 
ment of Jane Redwood Deupree and 
George T. Gruen of the Gruen Watch 
Co., was made by Mr. and Mrs. William 
James Deupree parents of the bride-to- 
be. Gruen is an official of the watch 
concern and a son of Mr. and Mrs. 
George J. Gruen. 

While the Ohio watchmakers’ licensing 
bill reclines in an apparently inactive 
state for more than a year, members of 
the organization will be doing everything 
possible to have the measure enacted by 
the next General Assembly in 1941. This 
was decided upon at the meeting held in 
Columbus last month when a report was 
filed with the association -by Frank 
Foegler. chairman of the legislative 
committee. 

A charge of robbery was filed against 
one of his three assailants, by Fay Farrar, 
Milner Hotel, jewelry salesman for Asso- 
ciated Credit Stores. Farrar was rohbed 
of jewelry by three negroes who forced 
him into a hallway, after he had been 
enticed to a house on the premise that 
some one there sought to buy a watch. 
The negroes followed him for half a 
block after he had left the other address 
and took the case with $900 worth of 
merchandise and $90 in cash. Detectives 
seized one of the men and recovered two- 
thirds of the jewelry. 





Northern Ohio Gemologists Meet 


CreveLanp, Onto—His_ experiences 
with a group of scientists studying the 
Bolivian mining territories were related 
by Dr. G. U. Greene, professor of metal- 
lurgy at Fenn College, at a meeting of 
the Northern Ohio Guild, A.G.S., on 
Oct. 18, at the Case School of Applied 
Science. here. Doctor Greene spoke on 
“Gem Qualities of Cassiterite.” Students 
attending the next meeting on Nov. 21 
are expected to bring written questions 
on gems, which will he answered by 
Richard L. Barrett of Case School, min- 
eralogist in charge of the laboratory re- 
search work of the guild. Clayton All- 
berry, secretary, will review Das Kleine- 
buch der Edelsteine, of which book he 
has just completed a translation. 


110 


Kidnapped, Robbed of $125,000 
In Gems 


Cincinnati—A diamond robbery that 
to all appearances started in Chicago 
was effected here against Sereno Pp 
Davis, 45, salesman for Jacobson Bros, 
551 Fifth Ave., New York, early in Octo. 
ber. Davis was forced into an automobile 
and robbed of his portfolio containing ap- 
proximately 275 loose diamonds valued 
at $125,000. ‘The gem stones ranged in 
weight from one-quarter to three carats, 

Just after he reached the sidewalk 
after a call at the Whitehouse Bros, 
5 E. Third St., Davis was forced into a 
waiting automobile. His two abductors 
pulled Davis’ hat down over his eyes 
and pressed revolvers against him. 

After a short cruise the car stopped 
near the Ohio River, Davis was thrust 
out, and the car sped toward the Indiana 
line. 





Thieves Nab Sample Cases 


Cincinnati—Albert M. Stern, sales- 
man for Brod & Co., 13 Maiden Lane, 
and Baden & Foss, 64 Nassau St., New 
York, was robbed at Hotel Linton here 
of two sample cases containing jewelry 
worth $9,492.50. The cases and a brief 
case with personal papers were left in 
charge of a porter when Stern stepped 
inside the hotel lobby for a few moments, 
When he returned the cases had vanished. 

According to the police, a_ stranger 
told the porter to move his cart from in 
front of the hotel and a short distance 
away from the lobby the stranger lifted 
the cases and disappeared. 





Series Helped Richter Store 


Cincinnati, O.—Charles Richter of the 
Richter Jewelry Co., this city. was just 
as glad of the Cincinnati Reds’ victory 
in the National League, last month, as 
any of the team’s most rabid fans, for it 
benefited his business. 

When tickets went on sale for the 
World’s Series between the Reds and 
the Yankees. there was a slow-moving 
queue of ticket-seekers, moving past the 
window displays on two fronts of 
the store, giving each person time enough 
to do some careful window shopping. 
Better still were newspaper photos which 
showed his store. 


JOINS BOWLER & BURDICK 


CieveLaANp, Onrto—A lifetime hobby 
has been turned into a vocation by Miss 
Louraine Feaga. who has become part 
owner of Bowler & Burdick, Cleveland’s 
oldest diamond house. Miss Feaga, who 
has been connected with gift departments 
in downtown stores for several years, 
gave her spare time to the study of gems, 
particularly the diamond. Her gem 
knowledge and business experience will 
be coupled with that of three employees 
of the 66-year-old firm. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1939 











Buyers Attention! 


Try A BRAXTON Belt 
Free and See why 


City Registrar Burke, of Boston, re- 
ferring to the increase of marriage in- 
tentions (6518 so far in 1939, compared 
with 5538 for the same period in 1938), 
said the increase is due to better eco- 
nomic conditions. 

E. B. Horn Co.’s bowling team is in 
first place after 12 games played to date 
in the Jewelers League. Ernst, of D. C. 
Percival Co.’s team, leads the league 
with an individual average of 101 5/9, 
and Donnelly. of the same team, has the 
highest individual string, 132. 

Boston Jewelers’ Club will hold its 
annual meeting for the election of offi- 
cers at the Parker House, Nov. 10, at 
8 p.m. The attendance of members and 
guests at club festivities this year has 
established new records. and the social 
hour at the annual meeting is one more 
high light in the season’s activities. 

Nathaniel T.. Goodman, wholesale 
jeweler, 373 Washington St., parked his 
car on Portland St. early in the evening 
of Oct. 16 and went into a store to pur- 
chase dishes. When he returned he found 
one of the windows had heen forced and 
three sample cases’ stolen. The cases 
contained 1000 rines valued at $20000. 

Edward A. McCartv, for 11 years a 
jewelry merchant in Pittsfield. Mass., has 
sold his store at 174 North St., to the 
Rogers Jewelry Co., of Boston, which 
also has a iewelrv store at 229 North 
St., Pittsfield. It is understood that the 
store will continue to he onerated under 
the McCarty name and that Mr. McCarty 
will remain in the emplov of the store. 

Albert R. Kerr. popular secretary- 
treasurer of the Boston Jewelers’ Club 
for the last 40 vears, attended another 
banquet Oct 9. Mr. and Mrs. Kerr re- 
ceived a hurry call to the Hotel Ken- 
more where they were guests of honor 
at a familv party in celebration of their 
50th wedding anniversary. Mr. Kerr is 
one of the trade’s well known personal- 
ities, having been more than 50 years in 
the retail jewelry business, and a past 
president of the Massachusetts and 
Rhode Island R. J. A. 

Boston wholesalers are short on some 
lines and jewelers are visiting their 
source of sunnlies at frequent periods. 
Among October’s buyers were Henry 
Wilder. of Hollister & Wilder, West- 
field; Mr. and Mrs. Edward Cotter, of 
Prince-Cotter Co.. Towell; Robert Ab- 





be 


M. A. Noury, retail jeweler of Man- 
chester, N. H., has moved to a new 
location. 

B. A. Crittenden, watchmaker of Rut- 
land, Vt., while on a vacation trip called 
on the wholesale trade here. 

B. Strair, jeweler of Bangor, Me., has 
moved his business to 5 Main St., a new 
location with larger floor space and am- 
Je windows for display. 

Elliott W. Engstrom now heads the 
Boston sales force. as branch manager, 
of Swartchi'd & Co., jewelers’ supply 
house, 387 Washington St. 

Arthur A. Gregor. associated with 
Homer’s, Inc., 44 Winter St., for over 
20 years. has opened a retail jewelry 
shop at 373 Washington St. 

David L. Dannahy, of Dorchester, 
Mass.. prominent in the jewelry business 
of Boston and for many years at 373 
Washington St., died Oct. 4. 

The I.amb Jewelry Co., Hancock St., 
Quincy, Mass., has been incorporated by 
Israel Gordon, president and treasurer; 
Milton Gordon, clerk, and Daniel F. 
Scannell. 

As part of an exp»nsion plan planned 
by Manager Ralph W. Carbon, Freder- 
ick’s jewelry store. 1562 Main St., 
Springfield. Mass., has installed a mod- 
ernistic store front. 

Bert Briggs, watchmaker associated 
with EF. H. Sexton Co.. Inc., wholesale 
jewelers, 387 Washington St., is taking 
a late vacation trip in the Moose River 
territory of Canada. 

Mrs. Bustard, formerly Miss Margaret 
Davidson, is retiring after 18 years’ ser- 
vice with Norling & Bloom Co., Inc., 
manufacturing jewelers, 387 Washington 
St.. and will make her home in Ran- 
dolf, Mass. 

The Rogers Jewelry Co., Springfield, 
Mass., with home office at 100 Summer 
St., Boston, has been incorporated. In- 
corporators are M. E. Ford, president; 
D. B. Makin, treasurer; H. Adams, 
Clerk; et al. 


thousands wear these 


comfort built belts. 
















BRAXTON BELTS, with the 
exclusive built-in double com- 
fort feature, will keep your belt 
customers smiling and happy. 
No BRAXTON wearer ever 
gets that cramped feeling. The 
BRAXTON is comfort personi- 
fied. Try one yourself and be 
convinced BRAXTON’S are 
the belts to sell in your store. 


Genuine 
COWHIDE, 
1” and 13%” 
$18.00 per dozen 
without buckles. 
Genuine PIGSKIN, 1” and 13%”, 
$24.00 per dozen without buckles. 
(With bronze tongue buckles, add 
$1.50 per dozen extra.) Write us. 


1/20 — 10Kt. 
Yellow Gold 
Filled Belt 
Buckle, hand 
engraved, very 
fine finish. 


No. 1811 
$ 00 
DOZEN 
Tie chains to 


match, $6 to 
$9 a dozen. 








aUTTLe 


ARISTOCRATIC 
STERLING 
TUTTLE 
@ wu 
mann CO-INC. 
Sunsine 107 
Ww. CANTON 587. 









Our representative will call on you if 
territory is covered. Samples will con- 
vince you what great values are at the 
prices quoted. Traveling men write for 













» 
Symmetalie 
(Karat Gold on Sterling) 

and STERLING SILVER 
REAL STONE JEWELRY 
Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 


BRIDESMAID 
DIMES 
re a 4» 


STERLING 


72 K STREET - BOSTON, MASS 
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bott, of Wood-Abbott Co., Lowell; Wil- 
liam Blanchard, Gloucester; Lawrence 
Faton, of Daniel Low Co.. Salem; Her- 
bert Wood, of J. B. Varick Co., Man- 
chester, N. H.: George Stuart, Concord, 
N. H.; L. Blaine I ibbey, Milford; Wil- 
lard Keith. J. A. Merrill Co., Portland, 
Me., and T. F. Dennehy, Milford. 





SILVER PRICES 


London New York 


Snot Official 
i a ee et 21% 34% 
Cee -F vnc iacwenes 292% 36% 
PE | Seen 23% 37 
QRIBUGP ZS oe ciceeesers 23% 36% 

PLATINUM PRICES 
CN i cals Codie thaee mala ea aan es $40.00 
Containing 5% iridium ......... 47.50 
Containing 10% iridium ......... 55.00 
Containing 5% ruthenium ....... 40.00 
IND fu Wal ania WO aco we eS baa 25.00 
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territory still open. 


Complete line of sterling silver belt 
buckles, hand engraved, $7.80 to $18.00 
per dozen. 


1/10th and 1/20th yellow gold filled 
belt buckles. $24.00 to $36.00 per 
dozen. 


Store Buyers! For Demonstration 

Purposes a “Braxton” Belt Sent to 

You Free. Write Today, Stating Your 

Size. 

Traveling men write for open territory 
commission basis. 


Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 

















Where to Buy 
IMPORTED 
China and Glass 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











ROYAL DOULTON 
English Bone China and 


THOS. WEBB & SONS 


Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 


212 Fifth Ave. 


Awe hooe, 


Famous the World Over 


Available from New York Stocks 








ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


Earthenware 


New York, N. Y. 


CHINA 





JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 

WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 


SHORT LINES—SERVICE PLATES 


Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 








CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 


35-37 W. 23rd ST. 
NEW YORK, N. Y. 











In the Field of Advertising 
and Trade Promotion 








Bulova Watch Co. has announced sev- 
eral dealer sales helps for the Christmas 
season. Among these are a window dis- 
play in full color featuring a cutout figure 
of an American airlines hostess and plane 
with which the Bulova “Miss America” 
line is linked. This display can be 
adapted to windows of every shape or 
size. The company is also offering a 
Christmas folder, available to Bulova dis- 
tributors at a nominal price. Printed in 
4-process colors, it displays not only 
Bulova watches but over 200 associated 
items sold in every jewelry store and 
carries the jeweler’s name and address on 
every page. Also offered are a 4-color 
post card for mailing and a mat service 
for newspaper advertising. A campaign 
aimed at doctors and nurses is being car- 
ried in professional magazines featuring 
the Bulova sweep-second models. Bulova 
is also continuing its plan of tying in 
with the Blondie pictures produced bv Co- 
lumbia. all of which have had a publicity 
tie-up with Bulova watches. The newest 
release is entitled “Blondie Brings Up 
Babv.” Mats, displays and other tie-uns 
featuring this particular picture will be 
sunnlied to Bulova dealers to enable them 
to tie in with the showing of the picture 
at local movie houses. 

* * * 


Details about the Concord plan for sell- 
ing sterling silver flatware are included in 
a mailing piece which has gone out to 
the trade. The plan, as summarized by 
the company is: Lower net prices to the 
dealer, making it possible for him to offer 
lower resale prices; a better year-round 
mark-up and a faster turnover for the 
dealer, giving him a reasonable margin 
over his operating expenses, which, in 
turn, will enable the dealer to do consis- 
tent advertising the year round. The 
mailing piece gives suggested lay-outs and 
copy for newspaper and mail advertising, 
and sample sales letters. A copy may he 
had by writing to the Concord Silver- 
smiths, Ltd., Concord, N. H. 

* * * 


With a full line of men’s jewelry under 
the registered trade mark of ‘‘Nu-Lok.” 
Freeman-Daughaday Co., Providence, R. 
I., has inaugurated a widespread adver- 
tising and sales promotion campaign. The 
attractive packaging of Nu-Lok is de- 
picted in the pre-Christmas advertise- 
ments which are appearing currently in 
national magazines. Attractive displays 
are available to retailers for store and 
window use, enabling the jeweler to dis- 
play the items illustrated in the con- 
sumer advertising. 

* * * 


Presentation of Gruen Watch Co.’s 
plans for fall national magazine adver- 
tising and dealer help material has re- 
cently been made in newspaper form 
mailed to Gruen jewelers. The front page 
tells the story of Gruen’s promotion of 
the powerful theme designed to bring 
iewelry sales back to the jeweler—‘Gifts 
from Your Jeweler Are Gifts at Their 
Best’’—the slogan to appear in all Gruen 
magazine ads reaching more than 66 mil- 
lion readers. Other news items call atten- 
tion to the important new service in- 
augurated by Gruen this fall, free 24- 
sheet billboard poster service, Gruen signs 
and displays, free newspaper mats and 
folders. The complete ad-mat service is 
reproduced in the newspaper. 

* * * 


The recent rise in new business, result- 
ing in better-than-seasonal increases in 
orders, is attributed by the Hamilton 
Watch Co. to increased general prosperity 
and the immediate popularity of new 
models introduced early this fall. This 
sales trend, according to the announce- 
ment, indicates a considerable expansion 
of consumer spending power for the ap- 
proaching holiday season. In addition, it 
is expected to result in a natural advance 
in sales of Hamilton watches retailing 
from $50 upwards. Included among the 
new “winners” are the additions to the 
“pre-proven” 911 grade for women, now 
available in gold-filled. Outstanding in 
the strap watch group are the new 980 
Wilshire, Ross and Winthrop, and the 


982 Brock. 
* * * 


International Sterling is putting its ad-' 
vertising and sales force behind the “‘ro-, 


mance group,” of three composed of En- 
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chantress, Minuet and Prelude. A 36-piece 
service for six in a new romance chest 
will be featured in the Silver Theater 
radio program commencing Oct. 8, and in 
“Life’’ magazine, every month. Interna- 
tional has issued a new edition of its 
booklet, “Window Display.” The windows 
are planned for every occasion on the 
jeweler’s calendar, without elaborate set. 
tings or costly accessories. The booklet 
includes the windows which aroused go 
much favorable comment at the recent 
A.N.R.J.A. convention, arranged under 
the supervision of Polly Pettit. It may 
be had on request, without charge. : 


* * * 
The Longines-Wittnauer Watch (Co 
Inc., brought the attention of World 


Series fans to the part that split-second 
timing plays in major league baseball, in 
an advertisement which appeared in the 
World Series Official Program and in 
“Sporting News,” the national baseball 
weekly. The ad was in the nature of a 


statement from Bill McGowan, famous 
American League umpire. 

. + * 
Schick Dry Shaver, Inc., Stamford, 


Conn., is expending $200,000 currently in 
an advertising campaign. Approximately 
75 per cent of the total is being used in 
280,000 lines in daily newspapers in 55 
cities throughout the United States, the 
remainder being split between national 
magazines and point-of-sale promotion. In 
addition Schick dealers are using approx- 
imately 1,000,000 lines in local newspa- 
pers with the aid of the factory-prepared 
mats. Schick has previously spent $1,- 
800,000 in newspaper and magazine ad- 
vertising, with sales of 2,500,000 Schick 
dry shavers. Employment at the factory 
has risen 460 per cent in the last four 
weeks as a result of the campaign. 


* * * 


Stanley Mfg. Co., Dayton, Ohio, report 
that their 1939 sales of embossed metal 
seals and labels have exceeded those of 
previous years. Stanley metal markers 
are well known to hundreds in the indus- 
try. Made of metal or metal foil, em- 
bossed and printed in any colors, the 
markers are widely used by both manu- 
facturers and retailers to identify jewelry 
with either the store’s or maker’s name. 
A staff of designers is employed by Stan- 
ley to aid users in creating suitable seals 
and labels. 

* * * 


Metal, plastic, leather and woods are 
treated individually or in combination to 
produce unusual effects in the 13 new 
numbers which have been included in the 
new fall line of Telechron electric clocks. 
The line is presented in an attractive cat- 
alog, Form No. DL-109, which includes 
information on the advertisements, sales 
helps and display materials which have 
been prepared for the season. The firm 
has launched a national advertising cam- 
paign in consumer publications. 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell 
to the jewelry trade 
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e Harry Landaw, Landaw Bros., Clark 
Bldg., Pittsburgh, is home from a suc- 
cessful road trip through the East. 
e Perhaps this item does not belong on 
this page since the men pictured are not 
in the ranks of the sample case toters. 
However, since they’re good customers of 
the real “Boys on the Road” perhaps 
there'll be no objection to letting them 
have this little spot, particularly as they 
appear to have been caught in a moment 
of relaxation. 

The person on the left with the funny 
looking hat and the blanket thrown over 





his shoulders is none other than the dig- 
nified gentleman we’ve all seen presiding 
over sessions of the A.N.R.J.A.—Myron 
Everts, Dallas, Tex. We’re not quite sure 
what that object is in his left hand. It 
looks as though it might be a slightly 
dilapidated carnation or an ice cream 
cone that is beginning to get a little tired. 
With him is (center) Stanley Smith, 
Bagley & Co., Duluth, and (right) Lynn 
Culbertson of Hess & Culbertson, St. 
Louis. The occasion was a fishing trip 
near the mouth of the Mississippi River, 
last spring. We are indebted for the 
picture to Bill Thurber, Tilden-Thurber 
Corp., Providence, R. I., who was one of 
the fishermen on the trip though he fails 
to state whether he caught anything be- 
side a pair of wet feet. 
@ Ernest E. Strauss and his brother An- 
drew, manufacturers’ representatives, lo- 
cated for many years at 31 N. State St., 
Chicago, have moved to the Heyworth 
Building at 29 E. Madison and are lo- 
cated in room 1401. 
e A. B. Paulsen, well known manufac- 
turers’ representative with headquarters 
in the Heyworth Building, Chicago, now 
represents the Progressive Ring Co., 
Providence, R. I., in the Middle West 
and Southern territory. 
@ Traveling representatives in Cincin- 
nati during the past month included in 
part: James Lester, International Silver 
Co.; Lawrence Casey and George 
Fredenberg, Parker Pen Co.; Ralph 
Lewis, Sam Neuman, Max Moser, Al- 
bert Fine, and Sam Weintraub, New 
York, diamonds; Dewey J. Conover, 
F. H. Noble & Co., Chicago; Tom Law, 
Binder Bros., Newark; Fred Sayre, Wil- 
liam Dixon & Co., and R. Anderson, 
Arrow Supply Tool Co. 
@ The Town Criers are going back and 
forth from their base of supplies in Cin- 
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cinnati. Some of those in town for a few 
days were: Reed Botts, Ted Allison, 
L. R. Olsson, James Goode, Jimmy and 
Dick Fenstermacher, Dick Albert, Mau- 
rice Gerwe, Charles Rauch and Cherry 
Fisher. George E. Brown, president of 
the Criers, is active again after being 
held at home by illness for a fortnight. 
John A. Gerwe is back in Cincinnati 
from a five week trip to the southwest. 
Robert Stocker, another Crier, went to 
the New York World’s Fair especially to 
see the House of Jewels. 

@ Herbert W. Slaudt, of Koke, Slaudt & 
Co., Los Angeles, just returned from an 
extended trip through Southwest and 
Pacific West says, “Conditions in the re- 
tail jewelry trade in the Southwest are 
above normal, while trade on the West 
Coast is also above the average. The 
price situation has scared a few, but as 
a whole the trade is somewhat in a quan- 
dary on the advisability of anticipating 
or buying and selling on the market, 
averaging costs as advances are forced 
on them. The latter course seems to be 
the most favored one. A very small per- 
centage of retail jewelers are taking ad- 
vantage of the rise in prices. On the 
other hand, the great majority are play- 
ing fair with their trade by making every 
effort to keep to established retail prices. 
November and December business looks 
very good, far better than a year ago. In 
fact in many of the good retail jewelry 
stores which do a consistent advertising 
job, trade was so good that the buyers 
could not give me the usual attention, 
but they did give much better orders.” 
e “Grand-pop” Evans (Mortimer G. to 
you), who covers parts of Michigan, In- 
diana, etc., for the Bulova Watch Co., 





has a new grandson. Above is the first 
picture of the Evans’ descendant with 
his proud grandparent. Everyone at the 
Bulova home office, including his very 
best friends, hope that for the sake of 
his grandson, Mr. Evans’ present car is 
completely “sneeze-proof.” 
@ Sam Hittner, who covers parts of New 
York for the Bulova Watch Co., is a 
proud father if there ever was one—also, 
he likes red! Sam brought his family 
to town last week and lo and behold! 
. . his wife and two daughters wore 
complete and radiant red ensembles. 
@ Three more Bulova men: Andy May 
(Md., N.C., Va., Del.), Sam Gurry (Pa., 
Ohio) and Henry Sengelman (Upper 
N. Y.) visited the home office—looking 
well and happy. 
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STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, 1912, AND MARCH 3, 


1933. 

OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1939. 

State of New York \ss 
County of New York P . 

Before me, a Notary Public in and for the 
State and county aforesaid, personally appeared 
P. M. Fahrendorf, who, having been duly sworn 
according to law, deposes and says that he is 
the Business Manager of the JEWELERS’ 
CIRCULAR-KEYSTONE and that the follow- 
ing is, to the best of his knowledge and belief, 
a true statement of the ownership, management 
(and if a daily paper, the circulation), etc., 
of the aforesaid publication for the date shown 
in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and _busi- 
ness managers are: Publisher, Chilton Co., Inc., 
239 W. 39th St., New York, N. Y.; Editor, 
Fred V. Cole, 239 W. 39th St., New York, 
N. Y.; Managing Editor, none; Business Man- 
ager, P. M. Fahrendorf, 239 W. 39th St., 
New York, N. Y. 

2. That the owner is: (If owned by a cor- 
poration, its name and address must be stated 
and also immediately thereunder the names and 
addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad- 
dresses of the individual owners must be given. 
If owned by a firm, company, or other unin- 
corporated concern, its name and address, as 
well as those of each individual member, must 
be given.) Chilton Company, Inc., Chestnut & 
56th Sts., Philadelphia, Pa. Holders of more 
than one per cent of the capital stock outstand- 
ing of Chilton Company: C. A. Musselman, 260 
Sycamore Avenue, Merion Station, Pa.; F. J. 
Frank, Laontaka Way, Madison, N. J.; F. C. 
Stevens, 325 West End Avenue, New York, 

. Y.; J. S. Hildreth, Wynwood, Pa.; G. H. 
Griffiths, 165 Montclair Avenue, Montclair, 

. J.; E. B. Terhune, 160 E. 48th St., New 
York, N. Y.; John Blair Moffett, 1608 Walnut 
Street, Philadeiphia, Pa.; Wm. A. Barber, 185 
Summit Lane, Bala-Cynwyd, Pa.; C. S. Baur, 
76-66 Austin Street, Forest Hills, N. Y.; J. H. 
Van Deventer, 12 Phillipse Place, Yonkers, 
N. Y.; P. M. Fahrendorf, 19 Tunstall Rd., 
Scarsdale, N. Y.; Dorothy S. Johnson, 1327 No. 
Greenway Dr., Coral Gables, Fla.; Anne E. 
Tomlinson, Bankers Trust Company, P. O. Box 
492, Grand Central Annex, New York, N. Y.; 
Ethel G. Breen, Trustee u/w of Charles W. 
Anderson, 51 East 42nd St., New York, N. Y.— 
Beneficiaries: Robert C. Anderson, Percival E. 
Anderson, Charles W. Anderson, Jr., Annie L. 
Clark; John Blair Moffett, 1608 Walnut Street, 
Philadelphia, Pa.——Agent for J. Howard Pew, 
J. N. Pew, Jr., Mabel P. Myrin, Mary Ethel 
Pew; Elizabeth J. Bailey & Ellwood B. Chap- 
man, Trustees of Estate of James Artman, De- 
ceased, 930 Real Estate Trust Building, Phila- 
delphia, Pa.—Beneficiaries: Franklin Artmar, 
Vera Watters, Alvin Artman, Elizabeth J? 
Artman, Marion A. Pratt, George H. Pratt, by 
assignment, Edwin Moll, by assignment, Bank- 
ers Trust Company, and Wilfred T. Pratt as 
Trustee u/w of Eugene Sly, F.B.O. Beulah 
Belle Sly, P. O. Box 704, City Hall Sta., New 
York, N. Y. 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: None. 

4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements embrac- 
ing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, 
hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant 
has no reason to believe that any other person, 
association, or corporation has any interest 
direct or indirect in the said stock, bonds, or 
other securities than as so stated by him. 

‘ P. M. FAHRENDORF, 

(Signature of editor, publisher, business 
manager, or owner.) 

Sworn to and subscribed before me this 8th 
day of September, 1939. 

LSEAL] WM. A. MAAS 

(My corimission expires March 30, 1940.) 
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Platinum in all degrees of hardness 
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QUIZ! 





Zo reduce watch repair costs 


What is- 
by saving time, labor and money through 


reducing to minutes the work which pre- | . : 
sintdertaaniiad ies, The protection of the old estab 


lished legitimate jeweler? 
Zo increase patronage 
The opportunity for the young 


by speedy service with chart-proven accuracy 
that holds old customers and attracts new 9 
ones. man: 


Zo protect investment | The key to increased sales? 


by testing in 30 seconds, each new watch 
received for stock. 


For the answer, ask anyone who has 


completed the courses of the Gemo- 





logical Institute of America or the 


WATCH-RATE RECORDER 


American Gem Society. 


AMERICAN TIME PRODUCTS, Inc. 
580 Fifth Avenue New York City 


Distributor Western Electric Watch-Rate Recorder 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Making the Repair Department Pay 


by SYDNEY W. PRAGUE 
Sales manager, C. & E. Marshall Co., Chicago 


HE lowly repair department, as it has come to be 

regarded in many a jewelry store, today, was not 
always considered in that light, for in most cases it was 
responsible for the very being of that store. Why, then, 
is the repair department today looked upon by so many 
store-owners as the necessary evil, as the one department 
perhaps in the store which they do not consider to be 
profitable, and which they feel they would gladly dispose 
of if there were only some way in which they could do 
it without loss of business or prestige? 

One of the chief reasons, if not the main reason, for 
such an attitude is because no record is kept of the work 
done by the repair department on the merchandise of- 
fered for sale. Nor is a record kept of the work done 
in making good guarantees made by the sales depart- 
ment. Where such a record is not kept, there is bound 
to be a false impression as to the profits made on the 
merchandise sold, and conversely, the profits made by 
the repair department—or in other words, the cost of 
the repair department. 

In many stores nearly half the time of the repair 
department is spent in repairing stock merchandise or 
on making good guarantees; and then the cost of the 
entire repair department, including material and over- 
head, is charged against the cash taken in from actual 
repair work done on customer’s orders. So we must 
admit that before one can determine whether the repair 
department is making a profit, proper credit must be 
given to it for the work done for the store before at- 
tempting to figure profit or loss on work done for cus- 
tomers. 

Another reason why the repair department is so ill 
regarded is that the owner of the business often has 
his mind centered on the merchandising departments, 
and thus neglects checking into the real efficiency of the 
repair department. In such a case, the foreman of the 
repair department should go to the owner with his prob- 
lems and solicit the owner’s advice to the end that he 
will take more interest in this department. As a rule, 
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it is not that the owner is not interested, but his time 
is so occupied with other matters that he feels that the 
department is not profitable and he allows it to take care 
of itself. Most operators of large-scale jewelry stores 
are good business men, and if this matter of the repair 
department can be properly brought to their attention 
they will do something about it. 

Another reason for many repair departments’ failing 
to show a profit is the fact that, in taking in work, too 
little attention is given to the psychology of the cus- 
tomer. While some customers insist upon all the details 
entering into the cost, making it necessary many times 
to take down the watch in front of them, on the other 
hand the large majority of customers are not interested 
in, nor do they demand, any such information. So why 
have a rule that requires taking up a lot of your time 
and a lot of the customer’s time when it is not required 
by the customer? 

Remember, the customer came into your store to have 
that repair work done because he had confidence in you 
and the quality of your work, so don’t be thinking of 
the prices of a slip-shod and sharp-shooting competitor 
when putting a price on your skill. Price the work as 
it should be priced to enable you to give satisfactory 
work, and render you a profit, for only then are you in a 
position to deliver a quality of work that will add to the 
reputation of your store. 

The repair department should be figured on at least a 
40 per cent gross profit. In arriving at your price, 
figure the cost of the material to be used at 10 per cent 
and the labor at 50 per cent out of such selling price. 
This would mean that your department should show a 
minimum of $2 in sales for each $1 of labor, this labor 
figure being arrived at after due allowance has been 
made for lost time and overhead. 

Your repair department, in order to maintain the high- 
est standards of workmanship at the lowest possible cost 
consistent with making a profit, should avail itself of 
modern equipment now on the market, just as your sales 
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department must avail itself of the latest in show- 
windows and merchandising equipment. Every shop 
should have a cleaning machine, friction jeweling equip- 
ment, time recorders, and above all else, should have 
systematized material units, for with proper equipment 
work can be done better and faster. The time wasted, 
the additional costs and the unreasonable delay to the 
customer take a terrific toll in every repair department 
where material is not systematized in up-to-date units 
now available. 

Weakness in stock-keeping methods in the repair 
department is one of the very most important leakages 
in that department. You can’t expect to operate your 
department in a business-like way unless you have busi- 
ness-like equipment. 

One more subject is important to the financial success 
of the repair department. That is that at the place 
where work is received from the customer a well ar- 
ranged, tactful display of bracelets, straps, dials and a 
few sample cases, perhaps, should be maintained, giv- 
ing the customers an opportunity to feast their eyes 
upon this display while entering into negotiations for 
their repair work, and at the same time having these 


items handy where you can call the customers’ atten- 
tion to the needed replacements of any of these items, 
thereby in many cases doubling and sometimes tripling 
the sale of the repair for which customer entered. 

I have said little about the importance of keeping 
proper records. For this purpose there are available 
record sheets, cards or books so that proper records be 
kept of all transactions in the department without 
excessive cost, so that when a month’s business is finished 
you are not guessing at what the repair department 
has done, or what it costs. You know, and if after know- 
ing the facts it is necessary to make any further adjust- 
ments in order to insure a profit it can easily be 
done. 

I have used many words to express really only one 
word—and that word is “method.” My plea to you is 
to adopt systematic methods to your repair department. 
If you will do this conscientiously there is no question 
in my mind but what your repair department will pay 
you as big dividends as any department in the store, not 
only in dollars of net profit, but in the good-will which 
you will create with your customers in a job well and 
profitably done. 





Peppy Slogan Ups Wateh Repairs 


by LEONIE BROOKE 


EGARDLESS of how retailers estimate the sub- 

ject of slogans, the large jewelry firm of Weisfield 
& Goldberg, with four sizable stores in the Northwest, 
feel justified in stating that their slogan has contributed 
in no small measure to the development of their watch 
repair departments. 

“If Weisfield & Goldberg Can’t Repair Your Watch 
... Throw It Away” caught the public fancy. It was 
something to jest about. It tempted the prospects men- 
tally to say: “Well, that’s a challenge; I'll test it out.” 
And they did. Here is a slogan which proved a real 
business builder. It appeared on store signs, it was 
injected into newspaper advertising and it was an- 
nounced over the radio. It became so well popularized 
that the firm decided to have it copyrighted. 

So far as watch repairing is concerned, service and 
dependability point the way to success, according to the 
manager of Weisfield & Goldberg’s Portland, Ore., store. 

In 1930 this jewelry firm opened its first watch repair 
department as an auxiliary to the regular business. It 
was a one man affair. Today, that department has de- 
veloped to such an extent that it requires the services 


of eight men, and it serves as a magnet for the rest of 
the store. 

Weisfield & Goldberg count it as one of their prize 
commissions to be official railroad time inspectors. The 
importance of accurate time for a railroad man is as 
essential as milk for an infant. Some years ago, by an 
impartial vote, the railroad men of the Northwest se- 
lected this organization as their official time inspectors. 

Paul E. Spooner, head of the watch repair depart- 
ment of the Portland, Ore., store attributes several rea- 
sons for their well-deserved success. The “sizzle” in 
their slogan; the emphasis on service and careful quot- 
ing of repair prices. “We never quote blind,” he said. 
For instance, when a customer comes into the store with 
a watch to be repaired, the watch is carefully examined, 
taken apart and its ailment diagnosed. This all takes 
place right in front of the customer, and before he or 
she leaves the price for the needed repair is given. 

Remember, “If Weisfield & Goldberg Can’t Repair 
Your Watch ... Throw It Away.” Miss Guppy, their 
advertising manager, repeats this famous slogan in every 
advertisement, whether it be newspaper or radio. 





Turn Your Old Repairs Into Cash 


The New York State R.J.A. last month reminded 
members that Chapter 241, Section 186, of the New 
York laws, provides that watches and jewelry left for 
repairs and uncalled for after a year may be sold by the 
repairer of them. 

To sell such repairs it is necessary to mail a written 
notice to the owner at his last known address, stating 
the amount due and that the property can be redeemed 
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within 30 days; or, if the address is unknown, to post 
written or printed notices in two public places, listing 
the name, article and amount due, and stating that the 
property can be redeemed within 30 days. 

After 30 days, if the goods are uncalled for, the 
jeweler can sell them at public or bona fide private sale. 
If sold for more than the charges, the jeweler must pay 
the surplus to the owner when called for. 


117 








| 


ty 
wna 


wt 


WHERE CAN | GET—? 


co) 


(i) 
My 


< 
£t 
y 
rT 
% 
Z 
© 
\ 


ESTMINSTER HEROES—Is it true that a 

watchmaker is buried in Westminster Abbey in 
London? If so, who was it; and why was he given that 
honor? (Question No. 5252.) T. I. P. 


Answer—There are two watchmakers whose tombs 
are in Westminster Abbey—Thomas Tompion and 
George Graham. Tompion died in 1713; Graham in 
1751. The question why these horologists were given 
the honor of burial in the Abbey, along with sovereigns, 
poets and philosophers, and the great military and naval 
heroes of the British Empire, is partly answered by 
quoting the following from the tombstone of Graham: 
“whose curious inventions do honour to ye British Geni- 
us; whose accurate performances are ye standard of Me- 
chanic Skill” . . . The work of Tompion and Graham 
marks the transition, in horology, from its crude begin- 
nings, to the accuracy in timekeeping that was needed 
for the foundation of the sciences of astronomy and navi- 
gation, both of which had much to do with developing 
England’s maritime supremacy. The part Tompion and 
Graham had in the latter work is the reason they were 
honored by their nation. 


EWELING CALIPER—TI have been advised to buy 

a jeweling caliper for my lathe, it being said that I 

must have it to do really accurate cutting out of the open- 

ings in settings. This tool would cost me $75, so before 

buying it, I would like to know what you think of it, and 

whether it is necessary for doing good work. (Question 
No. 5253.) H. M. 


Answer—The advantage of a jeweling caliper at- 
tachment for the lathe is not that it will do more accu- 
rate work, but with it one can turn out work faster be- 
cause the tool automatically measures the diameter of 
the jewel-seat as it cuts the seat. But it should be borne 
in mind that it takes some time to set up the caliper on 
the lathe, and to adjust it ready for work; and this time 
is consumed the same for doing a single job as for doing 
a hundred. So we say that if one’s work requires setting 
a number of jewels at a time, it pays to use a jeweling 
caliper; but for jewel setting as it is usually done in a 
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repair shop, just one job at a time, the jewel seat can 
be cut with a hand-tool more quickly than with the 
caliper tool. There are other lathe attachments—a good 
slide-rest, for example—that are more generally useful, 
and would make a better investment for most watch- 
makers than a jeweling caliper. 


LUING STEEL—Is there some way of using a 

jeweler’s gas torch for bluing steel without smok- 
ing the work? Even when I turn the flame down low as 
I can, without going out, a greasy crust forms on the 
steel that affects the bluing. (Question No. 5254.) 
7... A. 


Answer—The form of burner you evidently are 
using is wrong for doing bluing (tempering) of steel 
parts. Gas should be mixed with air before it reaches 
the part of a fixture where the flame is, to produce a 
smokeless flame suitable for bluing steel. This is ac- 
complished in a Bunsen burner; these are inexpensive, 
purchasable at jewelers’ supply houses. A good way 
is to lay steel to be blued, on a metal plate, and hold the 
plate over the Bunsen flame. 


OLLER JEWEL SHAKE—We are always told to 

fit a roller jewel to a fork so there is hardly any 

shake; but what harm would be done if there were a 
good deal of shake? (Question No. 5255.) H. W., Inc. 


Answer—In the construction and action of an es- 
capement, as in any other engineering job, the purpose 
of the mechanism must be accomplished with the least 
possible waste of power. This principle is as important 
to follow in repairing a watch as in designing and mak- 
ing it. If you put in a roller jewel with any more shake 
than just enough for freedom of action, that would waste 
power that should all go into ‘‘impulse” to keep the bal- 
ance in motion. If you examine the action of an escape- 
ment with excessive roller shake, you will see that the 
fork jumps after each unlocking, until contact is made 
with an opposite side of the slot. During this jump, the 
fork is not pressing against the roller jewel; its motion 
is idle, as far as doing its work of applying power to 
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the balance goes; hence to this extent power is wasted. 
The greater the shake, the greater the jump, and the 

reater the waste of power will be in the work of keep- 
ing the balance moving. The amount of shake necessary 
for freedom of action is very little; it should be kept to 
the minimum. 





ORSION PENDULUM—Please give us the cor- 

rect name of the kind of pendulum found in most of 
the German-made 400-day clocks. (Question No. 5256.) 
A. I. H. Co. 


Answer—The type of pendulum referred to is the 
torsion pendulum—the word torsion meaning “twisting.” 
The great length of time it takes for the pendulum sus- 
pension wire to complete each twisting and untwisting, 
locking and unlocking the escapement thereby, is what 
enables the clock to run so long with one winding. 


RUING CARBORUNDUM WHEEL—How can I 
true up a carborundum wheel that has become worn 
badly out of round? (Question No. 5257.) C. T. P. 


Answer—From your material dealer you could buy 
a bort diamond mounted in a hand-tool, this to be rested 
on a T-rest and held against the carborundum wheel as 
the latter rotates. The bort is harder than carborun- 
dum, and will cut the wheel down until it is true. Another 
way is to turn the wheel down with a piece of carborun- 
dum of coarser grain than your wheel is made of. A 
piece of a broken carborundum wheel may be used for 
this. Whether you use bort or carborundum for the 
cutting, it is advisable to wrap damp paper around the 
bearings of the lathe, closely covering any openings 
where carborundum dust might enter the bearings, to 
prevent wearing of spindle and bearings. 


AST STRIKE—If the greatest adjustment of a 
fly-fan will not make a striking clock strike as slow- 
ly as a customer desires, is there some way to slow the 
strike down still more? (Question No. 5258.) M. D., Inc. 


Answer—wWe suggest soldering an additional piece 
of thin sheet-brass to each blade of the fan, to increase 
the area that strikes the air. The added pieces should 
of course be equal in size, and placed in the same posi- 
tion on each of the fan blades. 


LD DEMAGNETIZER—I have an old demag- 

netizer, from a lot of second-hand tools we bought, 
that has a name on it “the Berlin demagnetizer.” There 
is a handle on it, apparently to turn while demagnetizing 
a watch. I have tried this and seem to get no results. 
There are no instructions with it. Can you advisg how 
to make it work? (Question No. 5259.) S. O. 


Answer—Evidently the old demagnetizer was made 
to use direct current. In most places, the current de- 
livered to consumers nowadays is alternating current. A 
demagnetizer for alternating current is simply a hollow 
coil, without the commutator and handle that is on your 
instrument, and which was for the purpose of converting 
direct current into alternating current. If your local 
service current is alternating, that would explain the 
failure to get results from the demagnetizer. You might 
ask an electrician to examine it, to see whether its coil 
wiring would be suitable for your current; and if so, 
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connect it so as to cut out the commutator, running 
alternating current directly through the coil. If this 
cannot be done, your material house could sell you an 
alternating current demagnetizer for a very moderate 
outlay. 


ATCHET VS. CLUB TEETH—Are there any 
other shapes of lever escape wheel teeth than ‘club 
teeth”? I never saw any others on watches I have had 
to repair, but have wondered why they say “club,” un- 
less there are other shapes than club teeth. (Question 
No. 5260.) B. I. A. 


Answer—tThe earliest form of escape wheel teeth 
used in lever escapements was a sharp-pointed tooth 
called “ratchet” tooth. This form originated with the 
English makers, and persisted in use in England until 
recently. Swiss makers adopted the club form for almost 
the earliest lever escape wheel teeth made in their coun- 
try, and this form has become universally used. It 
enables escapements to be designed with less drop, and 
the teeth are less delicate and are less affected by wear. 


HARPENING OLD FILES—Do you advise having 

worn-out files resharpened? A man called on shops 
and factories here lately collecting old files which his 
company claimed to resharpen as good as new, at a 
good deal less than the price of new files. (Question No. 
5261.) H. M. Co. 


Answer—If the process to be used is the customary 
one of immersing the files in acid, which eats the steel 
of the teeth on both sides of each tooth until the sides 
meet in a sharp point, the method has the fault that 
these acid-etched tooth points are very delicate, and 
are apt to break when the files are used. So the re- 
sharpened files have a very short useful life, and often 
for this reason there is no real economy in paying for 
having this done. 


ERGE ESCAPEMENTS—Are verge escapement 

watches made any more, in any part of the world? 
I heard it said lately that there is a part of England 
where no other kind of watches can be sold? (Question 
No. 5262.) D. T. 


Answer—Verge-escapement watches are not now 
made anywhere, as an article of commerce. Parts of old 
verge watches are made here and there, by specialists 
whose business is largely reconditioning rare watches for 
collectors. There are, it is true, parts of England where 
trade demands watches with inner dust-caps, as on old 
verge-watches; but the watches have lever escapements. 
Perhaps it is this that gave rise to the story you heard. 


MARKET FOR JEWELRY IN INDIA 


American plated jewelry has established a good name 
in the Indian market, reports Barry T. Benson, U. S. 
trade commissioner in Calcutta. The product of one 
well-known American manufacturer is a by-word among 
the buying public. Although their prices are high as 
compared with similar manufactures, they are still 
sought by discriminating buyers. The Commercial In- 
telligence Division of the Bureau of Foreign and Do- 
mestic Commerce supplies lists of Indian jewelry im- 
porters and dealers, 10 cents. 














Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
elosed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


——— EE 
Situations Wanted. 


Under this heading, 75e. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 











ENGRAVER, jewelry, silverware and 
enameled goods; artistic workmanship ; 
best of references. Address “D., 1596,” 
care Jewelers’ Circular-Keystone. 





HIGH GRADE watchmaker, repair de- 
partment manager, salesman; start 
$55. Geo. W. Ballamy, 356 W. 34th 
St., New York City. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





LAPIDARY; experienced on gems, also 
some diamond cutting and pearl work ; 
New York or vicinity. Address “G., 
1513,” care Jewelers’ Circular-Key- 
stone. 





YOUNG LADY, jewelry trade experience, 
wishes position; knowledge of stenog- 
raphy and _ bookkeeping; willing to 
start; $10; excellent references. Mert- 
zel, 1711 University Ave., Bronx, N. Y. 





RETIRED retail jewelry man, age 58, 
with 40 years’ experience, is available 
for Christmas season; New York City 
or vicinity. Address “B., 1709,” care 
Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, 10 years’ experi- 
ence, plain engraver, light jewelry re- 
pairing, ring sizing, desires steady job. 
Address “J., 1633,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, salesman, four years’ 
retail store experience; excellent ref- 
erences; New York City or vicinity; 
salary secondary. Nick Newman, 827 
Hunt’s Point Ave., Bronx, New York. 





RETAIL SALESMAN; 15 years’ experi- 
ence cash and credit; thorough knowl- 
edge every phase of business; finest 
references. Address ‘“M., 1666,’ care 
Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker, middle 
aged, single, Gentile, wishes to secure 
a steady, decent position, in a retail 
jewelry store. Address “D., 1657,” care 
Jewelers’ Circular-Keystone. 





CRACK MANAGER; available’ after 
January 1 for modern credit jewelry 
store; man of real productive ability 
and enviable record. Address ‘Z., 1653,” 
care Jewelers’ Circular-Keystone. 





AVAILABLE January; very desirable 
salesman for one of your stores; knows 
installment business, A to Z; highest 
unimpeachable reference. Address “K., 
1688,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, Bradley trained, six 
months’ store experience, can do good 
work; will work reasonable to get ex- 
perience; Minot, N. D. Address “C., 
1679,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, young man, school and 
store experience, wants steady position 
under first class man; East preferred. 
Address “P., 1646,” care Jewelers’ Cir- 
cular-Keystone. 











YOUNG LADY, bookkeeper, typist, can 
take charge of office six years’ with 
colored stone house; good sales ability; 
references. Address “D., 1626,’ care 
Jewelers’ Circular-Keystone. 


EXPERIENCED salesman, 15 years’ 
credit and cash experience, formerly 
with large chain in New York State 
as store manager. Address ‘“A., 1594,” 
care Jewelers’ Circular-Keystone. 








YOUNG LADY, full charge bookkeeper, 
stenographer, and all office details; ex- 
perience jobbing, manufacturing, dia- 
monds; Al _ references. Address °‘A., 
1721,” care Jewelers’ Circular-Keystone. 





SALESMAN, 15 years’ experience; well 
accepted among wholesalers in East, 
South and Southwest; will be avail- 
able November 1. Address “V., 1649,” 
care Jewelers’ Circular-Keystone. 





JEWELER, platinum and gold pressure 
caster, mould maker, also able to cre- 
ate and make original models, desires 
position or installation. Address “C., 
1722,” care Jewelers’ Circular-Keystone. 





RETAIL salesman, 15 years’ thorough 
experience with stores specializing in 
diamonds, watches and jewelry of the 





finer type; finest references. Address 
“E., 1557,” care Jewelers’ Circular- 
Keystone. 

WATCHMAKER, 20 years’ experience, 


New York retail jewelry stores, all 
around man; willing to start at mod- 
erate salary: New York preferred. Ad- 
dress “F., 1737,” care Jewelers’ Circu- 
lar-Keystone. 


ENGRAVER, experienced jewelry and 
silverware; reliable, courteous, sober; 
references; open for immediate change; 
$50 or save postage. Address “R., 
1672,” care Jewelers’ Circular-Key- 
stone. 





EXPERIENCED, inside man, office de. 
tail, bookkeeping, selling; many years’ 
in jewelry line; references; Christian: 
salary moderate; prefer New York City. 
Address “E., 1736,” care Jewelers’ Cir. 
cular-Keystone. 





) 

SHOWROOM SALESMAN, young man 
married, 18 years’ experience in whole. 
sale watch, jewelry and_ silverware; 
also watch importers. Address “A. 
1677,” care Jewelers’ Circular-Key- 
stone. 





RETAIL SALESMAN, 15 years’ thorough 
experience with stores specializing in 
diamonds, watches and jewelry of the 
finer type; finest references. Address 
“O., 1667,” care Jewelers’ Circular- 
Keystone. 





ENGRAVER; monograms, lettering and 
inscriptions; high class work; strictly 





sober; age 45; references; open for 
permanent connection now. Address 
“P., 1673,” care Jewelers’ Circular- 


Keystone. 





YOUNG MAN, capable salesman, buyer 
and watchmaker; good estimator on 
repairs; 10 years’ diversified experience 
in own business; unafraid of long 
hours. Address “J., 1665,’ care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, female, full charge gen- 
eral office; jewelry and diamond ex- 
perience; capable taking full charge 
for employer traveling; A-1_ refer- 
ences. Address “H., 1664,’ care Jewel- 
ers’ Circular-Keystone. 


YOUNG WATCHMAKER, two _ years’ 
trade shop experience, desires position 
in York, Pa., or vicinity; owns tools; 
good appearance; reference. Robert 
I’, Hopkins, 218 Howard Ave., Altoona, 
Pa. 








WATCHMAKER, desires change of posi- 
tion, with 27 years’ experience on all 
makes of watches; can take charge of 
repair department; Al references; New 
York City preferred. Address “D., 
1723,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge; 


excellent references. Address “Y,, 
1652,” care Jewelers’ Circular-Key- 
stone. 





ENGRAVER, jeweler and stone _ setter 
wishes position at once in retail store; 
married; age 46, with 20 years’ at 
bench; good habits; steady worker; 
references. Address “G., 1683,’ care 
Jewelers’ Circular-Keystone. 





CAPABLE and experienced watchmaker, 
light jewelry repairing, wait on trade; 
neat appearance; good_ references; 
salary or percentage; Pennsylvania 
preferred. Address “F., 1682,” care 
Jewelers’ Circular-Keystone. 





SALESMAN-BUYER;; retail store requir- 
ing services of high grade man; 20 
years’ experience jewelry, silverware; 
estimate repairs; special order work; 
married; réferences. Address “E., 1681,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, A-1, 12 years’ experience 
on gold and silver, with considerable 
selling ability, desires half day en- 
graving, and selling afternoons. Ad- 
dress “D., 1680,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, experienced all class mer- 
chandise; large following; Northwest 
and Rocky Mountain territory; with 
present firm six years; wishes to make 
change January 1. Address “G., 1727,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, also experienced chime 
and industrial clock worker; can take 
in work; learned trade by apprentice- 
ship and finishing course at Elgin Col- 
lege; age 31; married. H. E. Blake, 
3412 Marshall, Sioux City, Iowa. 








JEWELERS; good stone setter, good en- 
graver, good repair man, good on new 
work, good salesman, good mixer; neat, 
clean; can meet public; must be per- 
manent. Address “J., 1731,” care 
Jewelers’ Circular-Keystone. 





YOUNG WATCHMAKER, two years’ ex- 
perience ordinary repairing, desires 
position under first class workman, one 
who repairs finest watches; any large 
city; $20 week. Address “L., 1640,” 
care Jewelers’ Circular-Keystone. 
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Britain Starts to Modify 
Diamond Export Restrictions; 
Showing of Sights Resumed 

Immediately following the outbreak of 
the war, Great Britain imposed an em- 
bargo on the shipments of diamonds to 
other countries (Page 109, JEWELERS’ 
Circutar-Krystone for October). ‘The 
purpose, of course, was to prevent stones, 
especially industrial diamonds which are 
so essential as cutting tools in certain 
precision processes in the manufacture 
of munitions and military equipment, 
from falling into the hands of the enemy. 

We are now informed upon the au- 
thority of a director of the DeBeers Con- 
solidated Mines, Ltd., and the Diamond 
Corporation, Ltd., that a plan has been 
worked out to permit the sale and ship- 
ments of stones to persons and firms 
approved by the British Control Com- 
mission. The personnel of the control 
commission has been appointed and the 
committee has started functioning. 

A sight was held Oct. 9, and a substan- 
tial quantity of stones was sold, a con- 
siderable amount to America. 

It is understood that some goods have 
already been shipped and that the re- 
mainder will follow shortly. 

From present indications there is no 
danger of any shortage of diamonds in 
the jewelry industry, although prices of 
melee and small cut stones will probably 
continue to be substantially higher than 
before the war, due to the fact that this 
class of material heretofore has largely 
been cut in Germany where labor costs 
are exceedingly low. The higher wage 
rates paid in other countries are neces- 
sarily reflected in higher costs for this 
class of material, since with these very 
small stones the cost of cutting is the 








principal factor in the price of the fin- 
ished product. This condition is, there- 
fore, likely to continue, thus narrowing 
to some extent the spread between the 
smaller and larger stones. 





Western Pa. Dinner-Dance 
PrrrssurcH—The first annual dinner- 
dance of the Retail Jewelers’ Association 
of Western Pennsylvania was staged 
on Thursday night, October 26, with 





Leonard D. Helfer 


Paul S. Hardy acting as chairman and 
Max Unger, as associate chairman. 

In recognition of his outstanding ser- 
vice, the occasion honored Leonard D. 
Helfer, president of the association. 

Under President Helfer’s leadership, 
the association has made noteworthy 
progress in especially fighting the whole- 








sale-retailing and industrial catalog evils, 
as related on page 60 of Jewexers’ Cir- 
CULAR-Keystoneg, last month. The cam- 
paign has been so notably successful that 
many jewelers from the nearby sections 
of Maryland, Ohio and West Virginia 
are asking that the organization be en- 
larged to include their territories. 

Over 600 members and guests were in 
attendance. 


Tennessee Wetehmen and Jewelers 
Will Meet May 5-6 at Knoxville 


NasHviILLte, TENN.—Dates for the next 
convention of the Tennessee Watchmak- 
ers and Jewelers Association have been 
set for May 5 and 6, at Knoxville. The 
decision was reached at the annual di- 
rectors’ meeting, held at the Hotel Noel, 
Oct. 8. 

Charles E. Maskall, Knoxville, was 
named chairman of the convention com- 
mittee. The pending state licensing law 
was up for discussion, together with 
proposed changes in the association by- 
laws. After the business session there 
was a luncheon, with wives of the di- 
rectors as guests. 

Among the 25 members and guests 
were: President T. O. Pearson, Memphis, 
Tenn.; Vice-Presidents George Harding 
of Chattanooga, John Varallo of Nash- 
ville, and J. D. McQuirter of Memphis; 
Secretary-Treasurer Ralph F. Langreck, 
S. George Cochron, J. E. Coleman, W. 
A. Parker and Carl B. Peterson, Nash- 
ville; L. R. Ralston, Fred Gates and 
R. L. Parcell, Chattanooga; B. A. Ruwe, 
A. D. Jenkins, B. H. Elliott, C. E. Elliott 
and Charles E. Maskall, Knoxville; Dr. 
John McQuirter, Memphis; C. E. Bow- 
man, LaFollette, and L. B. Parker, Clin- 
ton. 








Price, $4.00. 


Order from 





QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 
By Emsley and Swaine, distinguished English authorities. 


Dealing with theory and shop practice; 318 pages, 
numerous diagrams and useful tables; price $6.00. 
PRINCIPLES AND PRACTICE OF 
PERIMETRY 
(Third edition, thoroughly revised) 
By Luther C. Peters 


A favorite text book for years; 280 pages, with dia- 
grams and colored plates; price, $4.50. 


RECENT ADVANCES IN 
OPHTHALMOLOGY 


By W. Stewart Duke-Elder 


Telling of research work in Ophthalmology and as- 
sociated sciences; hence it has much of at least indirect 
interest to optometrists; 434 pages, well illustrated; 


OPHTHALMOSCOPY, RETINOSCOPY 
AND REFRACTION 
By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 


THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 








GEM-STONES 


DISTINCTIVE CHARACTERS 


G. F. HERBERT SMITH, M.A., D.Sc. 


Keeper of the Department of Mineralogy, British Museum 


An interesting and authoritative book containing a concise, 
but general survey of the various species in the Mineral 
Kingdom that are in use for ornamental purposes, explain- 
ing what they are, whence they come, how they are fash- 
ioned, and how they may be distinguished. Such parts of 
optics and of physics are dealt with as are necessary for a 
proper appreciation of the causes of the beautiful play of 
color which delights the eye in a well cut stone, and of 
the methods employed for distinguishing stones very much 
alike in appearance; but the treatment is kept as free as 
possible from technicality. Pearl and other organic prod- 
ucts which occasionally find their way into jewelry are 
also touched upon. 


Comprises 40 chapters and many diagrams, plates and 
tables. Over 300 pages. 


PRICE $3.00 POSTAGE PREPAID 
The Jewelers’ Circular-Keystone 


239 W. 33th St. 
New York, N. Y. 


AND THEIR 


by 


56th and Chestnut Sts. 
Philadelphia, Pa. 
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A GRACIOUS HOST 
FROM COAST TO COAST 
























































A. S. KIRKEBY, Managing Director 


KIRKEBY 
HOTELS 











Ship Ahoy! 
With Bauer Products 
You Are Never at Sea for 
Better Values and Profits 











Made of Solid Brass 
Barometer enclosed in Amber Colored Plastic Ring 
Also available with 8-day Plymouth Clock movement 
No. 2179 with Barometer ....PRICE $6.25 NET 
No. 579 with Clock ......... PRICE $7.25 NET 
Size 6 x/5 x 3” 
Ask for Our Catalogue 
SHOWING COMPLETE LINE OF BAROMETERS AND THERMOMETERS 


BAUER THERMOMETER COMPANY = 722, West, 212, st 


New York Ci 














HOW MANY SALES DO 
| YOU LOSE? 


Do you close sales in a majority of cases, or does 
the customer leave with vague promises to keep 
you in mind or to come back later? 


Can you back your statements about gems with 
proof, or do customers’ questions “put you on 
the spot”? 


Your solution to these problems of every jew- 
elry business is study of the courses of the 
American Gem Society. You don’t need a high- 
school education to master these courses. The 
knowledge contained in them is simply learned, 
easy to get across to your customer in every- 
day sales, and, above all, it’s accurate. 


Begin now to build for a more prosperous 


future. Write for information to the 


AMERICAN GEM SOCIETY 


541 South Alexandria 
LOS ANGELES, CALIF. 
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HE recent announcement that in future sales will be 

made on the installment plan by R. H. Macy & Co., 
New York department store long famous for fostering 
the idea that ‘““Macy’s sells for less because they sell 
only for cash,” has aroused a torrent of comment not 
only among the customers of that store, but among re- 
tailers of all kinds of consumer goods who sell on the 
installment plan. 

However, the new policy is not a contradiction of the 
sales argument formerly used, nor even inconsistent with 
it. For the announcement also says that when goods are 
purchased on time payments, a charge will be made to 
cover the cost of credit in the ratio of six cents to every 
94 cents represented by the price of the goods them- 
selves when bought for cash. 

It must also be remembered that this charge for credit 
applies to the entire amount of the transaction, although 
the net indebtedness is reduced by both the down pay- 
ment and the monthly installments. Therefore, it is 
readily apparent that the rate really charged for the 
credit accommodation amounts in most cases to from 
15 to 20 per cent of the net obligation. 

This is not being said in any spirit of disparagement. 
The point is that it is a public acknowledgment by an 
outstanding merchant long famous for selling on a price 
basis, that credit accommodations cost money and must 
be paid for by the consumer either directly through a 
charge of this nature, or indirectly by being added to the 
price of the merchandise. 

Retailers who have been telling the public that they 
sell on long term credit at cash prices, with no service 
charge, may find their customers a little more inclined 
to be skeptical of the truthfulness of their claims. Per- 
haps we are on the threshold of a franker attitude with 
respect to the cost of buying on credit, which may meet 
with a more favorable reception by the public than many 
credit sellers have believed. 


EPORTS have reached us on reliable authority that 
early in the next regular session of Congress, 
which convenes in January, the Federal Trade Commis- 
sion will press for the repeal of the Tydings-Miller act 
in order to kill price-fixing under state fair trade laws. 

I'rom the start, this government regulating bureau, 
despite the fact that it has been the agency through 
which fair trade orders are enforced, has been unsym- 
pathetic to the movement and its views have been 
encouraged by the price-cutting department stores and 
others. 

Jewelry retailers who urged the passage of the act 
will now have to conduct the fight all over again for its 
retention, and against powerful opposition. 

The situation emphasizes the fact that more than 
mere lip service to the principles of fair trade is neces- 


sary if it is to continue as an integral part of the strue- 
ture of American retailing. 

Manufacturers who adopted the principle of fair 
trade at the urging of retailers in many cases have found 
by bitter experience that the same retailers who were 
loudest in urging the adoption have been noticeably 
backward in giving preference to fair trade manufac- 
turers when ordering their merchandise, and in many 
cases have begun to ask themselves whether they have 
really benefited after all, especially when they take 
into consideration the tremendous effort and expense 
required to provide really effective enforcement of fair 
trading in their products. 

If retailers feel that fair trade is a good thing they 
are going to have to be prepared to show that it really 
accomplishes results and had better back it up with 
something more tangible than the mere passing of com 
mendatory resolutions in their conventions. 


DDRESSING the National Business Conference at 
Wellesley Hills, Mass., on October 16, Lew Hahn, 
general manager of the National Retail Dry Goods As- 
sociation, pleaded for united business cooperation to 
prevent runaway price increases. 

Rapid and unwarranted advances in the price struc- 
ture, he said, are bound to start a vicious cycle of in- 
creased costs followed by bringing about still further 
price increases and additional rises in cost until, in Mr. 
Hahn’s words, “we shall have built again a great and 
insecure tower which inevitably will again come crashing 
down to destroy our economic balance and produce more 
years of depressions and misery.” 

Retailers alone, Mr. Hahn pointed out, do not hold 
the key to the price structure. The cooperation of manu- 
facturers and wholesalers is essential in exercising re- 
straint upon price advances. 

Some increase in the prices of some commodities is 
inevitable, but such increases should be only sufficient 
to cover the actual increases in costs and not be loaded 
to provide abnormal profits for either manufacturer, 
wholesaler, or retailer. 

We heartily agree. A continuing business on a sound 
basis with a normal margin of profit is infinitely more 
desirable than a brief flurry of soap-bubble prosperity 
with its aftermath of deflation and depression, and if 
the jewelry industry is wise, it will exercise caution in 
its price policies. 
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Editor 
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